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A medal for 
Teletaster 


Sir,—I think that Teletaster 
deserves a medal for his Sep- 
tember 7 article. Some of our big 
advertising agencies have tele- 
vision departments full of high- 
powered and doubtless high- 
salaried people who seem to spend 
their lives “producing,” “direct- 
ing” from “scripts” and “story- 
boards” (whatever they may be) 
in which they manage to pro- 
duce television advertisements 
assuming that all the watchers are 
about the average age of seven. 

My family and anybody else 
with whom I have discussed the 
matter react in exactly the same 
way as Teletaster to the Daz and 
Cadbury's Milk Chocolate com- 
mercials. He has overlooked 
what is probably the worst of all, 
which is Tide with its syrupy 
children. H. S. Lipkin. 
Geo. J. Smith & Co., Ltd., 
Temple Avenue, E.C.4. 


Net readership 
formula 


Sir,—Referring to my article 
on a formula for net readership 
calculations (September 7), I wish 
to make a belated acknowledge- 
ment of my indebtedness to Brian 
Parker, research manager, Hulton 
Press, for his kind and ready co- 
operation. 

I am afraid there was a mistake 
in the typescript I submitted to 
you which I only spotted when I 
saw the article reproduced in your 
journal. In the fourth column 
after the third paragraph 

73+(73+ 100) 
y 


should be deleted and replaced by 
73+173 + (100 —73)} 
4 


L. Kemp, 


Fergus Drive, 
Giaszow, N.W. 


ii 


_ To The Editor.. 


Press advertising will not be 
the ‘poor relation’ of TV 


Srr,—I read with some interest 
the quotes from Brian MacCabe’s 
article in The Director which 
appeared in ADVERTISER'S WEEKLY 
(September 7). 

Naturally, as a director respon- 
sible for the advertising revenue 
of a group of national news- 
papers, I survey the future of 
advertising with the greatest in- 
terest, particularly when it comes 
to the question of press advertis- 
ing versus TV 

Two major events are forth- 
coming which will affect the 
advertising business: (1) the ap- 
proaching end of the newsprint 
rationing ; (2) the expansion of 
the TV network. 

Advertisers will then be able 
to make a free choice of media 
based on which does the best job 
for the product concerned, the 
most money being spent where 
the best return can be expected. 

From Mr. acCabe’s com- 
ments one would gather that all 
advertising media are going to 


THIS WEEK 


The housewife’s view of advertise- 
ments—page 22 


NEXT WEEK 


Commercial TY Supplement and 
Annual Survey of Appropriations 
Trends. 


take second place to TV advertis- 
ing, and I consider this to be an 
entirely misleading supposition— 
for it is merely supposition. 

If television advertising in its 
present form had been an instan- 
taneous success, producing for 
the advertiser an overwhelming 
return for his money, it would 
neither have been necessary to 
reduce rates to bring in the cus- 
tomers nor to lay off staff to 
introduce economies. Why then 
should we suppose that the en- 
larging of the circuit should bring 
untold wealth to the TV contrac- 
tors at the expense of the national 
newspapers? 

There is another point which 
must also be taken into considera- 
tion — saturation. Commercial 
TV in this country has had in its 
first year the appeal of a new toy. 
During that year the viewing 
public have been interested and 
intrigued, 

But, as time goes on, is it not 
likely "that the public will tire of 
the night-long viewing habit and 
become more and more dis- 
criminate in their choice of pro- 


grammes? There will then be 
no guarantee of a viewing public 
for a particular advertisement. It 
will need more than statistics to 
guarantee results. 

A national newspaper, on the 
other hand, offers a substantial 
readership kept fresh by the daily 
flow of ever-changing news. It 
may be picked up and set down 
many times during the day, and 
also the advertisement presents 
itself to the reader so that he can 
refer to it, check details of price, 
place of purchase, etc., etc. 

TV can offer none of this. If 
you don’t get it right first time on 
TV there’s no going back on it, 
the time is lost and so is the 
money. Repetition must be the 
master of the art, and repetition 
is expensive. 


New peak for press ads 


It was stated last week that 
press advertising in this country 
had hit a new peak. The same 
story can be told in America 
where TV is on national circuits 
with lavish and exotic sponsored 
programmes. 

In the light of these circum- 
stances, and what I have said 
before, I have the fullest con- 
fidence in the national press main- 
taining its status. TV plays its 
part in the growing pattern of 
advertising expenditure, and will 
continue to do so, but I think it 
is wrong to suggest that now or 
at any time the national news- 
paper wiJl be the poor relation. 

Lestice W. NEEDHAM, 
Director of Advertising, 
Beaverbrook Newspapers, 
Fieet, Street, 
London, E.C.4. 


Why bother 
to qualify? 


Sir,—The classified columns of 
The Times on Monday carried 
an advertisement that must have 
disheartened the education com- 
mittees of the IPA and 
Advertising Association, and 
enraged their members. 

It went something like this: 

“We require an account execu- 
tive to work on the Schweppes 
account. The person, either male 
or female, should preferably have 
had no advertising experience 
whatever, but should be of suit- 
able educational quality, have a 


SEPTEMBER 14, 1956 


SWINDON SIGNCRAFT LTD. , 


Swindon 3282 


feeling for contemporary life and 
—since the job of any account 
executive is a harassing one, a 
balanced personality. Starting 
salary good, and prospects even 
better. Write, Managing Direc- 
tor, etc.” 

To this was appended the name 
of an agency who are incorpor- 
ated members of the IPA! 

The professional bodies of 
advertising are doing all they can 
to safeguard the interests of the 
profession from the sneers and 
jibes of the lay public, and to 
build up members’ status. 

A lot of their good work is 
undone when a member agency 
advertises in a national news- 
paper for an account executive 
“who should preferably have had 
no advertising experience what- 
ever.” 


‘Grave discredit’ 


Such a_ happening does 
grave discredit to qualified 
agency men throughout the pro- 
fession, who have been through 
the business the hard way over 
a period of years. It makes the 
description MIPA or DAA 
(which signifies that the holder 
can competently direct a national 
advertising campaign) worthless. 

Why did they bother to study 
for three or four years? Why 
did they read law, economics, 
psychology, merchandising and a 
host of other subjects if, without 
any of this knowledge, they can 
take up executive appointments 
just the same? 

Maybe this particular adver- 
tiser doesn’t believe in having 
experienced people working on 
his account. All I can say is, 
good luck to him if these people 
have to plan, laurch a new pro- 
duct, or maintain the sales of an 
existing one, in the face of stiff 
competition. I hope he will then 
reveal his “feeling for contem- 
porary life and a balanced per- 
sonality.” 

IAN ROBERTSON MACGREGOR. 
Chipperfield Road, 

Bovingdon, Herts. 


——— 
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BRADFORD PROSPERITY ! 


If you want to convince yourself of earning more than ever and their 
Bradford's buying power, look at the wants have increased with their 
‘‘ wool returns ;’ of the Conditioning wages. A_ retail turnover of 
House—an accepted guide to Brad- £40,000,000 per annum proves this. 
ford’s prosperity. Poundage for 1955 The city’s two daily papers, the 
topped the 100 million mark—a Yorkshire Observer and Telegraph & 
record figure and an increase of 14% Argus reach nearly every Bradford 
over the last two years ! home. They are read by 94% of 
Although wool and Bradford go the families in the city. Furthermore, 
together like a horse and carriage, both papers enjoy wide readership 
engineering, vehicle manufacture, in the popular districts well outside 
building and the distributive trades Bradford, especially north and west. 
help to preserve the city’s industrial The two Bradford papers offer adver- 
balance. tisers virtually complete coverage 
Bradford’s men and women are of these populous communities. 


Che Dorkshire Observer 


(Morning 31,135 A.B.C.) 


Celegraph s Argus 


(Evening 126,108 A.B.C.) 
HALL INGS, BRADFORD. 


TWO OF THE WESTMINSTER PRESS GROUP OF PROVINCIAL NEWSPAPERS 
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1957 NTP FAIR IN STOCKHOLM 


Bid to capture wider markets for 


All-British shows? 
It may be Pe an eotirely new 
needed—something 
more specific than the pavilion 


at the foreign fair. 
The Key to this may be found in 
special- 


the highly successful 
ised events which are now 
being run by trade paper 


Why not British shows for British 
industries in the export 
markets? 


An extract from Comment in last 
week's ADVERTISER'S WEEKLY. 


‘Picture Post’ out 


on Fridays 


Picture Post is to be published 
on Fridays from September 28 as 
part of a drive by Hulton Press 
Lid. “to put the headline news in 
pictures each week.” 

A statement issued this week 
by Hulton’s said that this change 


New Goya agents 


From January | advertising for 
Goya Ltd.’s perfumes and cos- 
metics will be handled by Mather 
& Crowther Ltd. 


from a Wednesday publication 
date—which has applied for 18 
years—will give a new short dead- 
line for “‘stories right up with the 
news.” 

It will also now be possible— 
in special circumstances—to in- 
clude “late” advertisements. 

“A full-scale press advertising 
campaign is planned to announce 
the new development, and a four- 
week period of peak-time tele- 
vision spots has been booked 
from London, Birmingham and 
Manchester,” say Hulton’s. 

“Arrangements are complete for 
widespread point-of-sale pressure 
ensuring one of the fullest dis- 
tribution of banners, stickers, 
double-crown bills and other 
publicity material yet seen.” 


BOOST FOR OUR SCANDINAVIAN EXPORTS 


| 
| 
| 
| 


British textiles and footwear 


NATIONAL TRADE PRESS will promote a British textile 

and fashion trade fair in Europe next year. Planned to 
open in Stockholm on August 30, 1957, it will coincide with 
Sweden’s St. Erik’s Fair—an international exhibition which 


attracts 400,000 visitors. 


The NTP promotion will be sited in a hall adjacent to the St. 
The total exhibition area will be 43,000 square feet, 
allowing 20,000 square feet for more than 100 exhibitors’ stands and 
a fashion theatre capable of accommodating 2,000 visitors at each 
of the fashion parades, which will be held three times daily. 

The announcement of NTP’s first exhibition venture abroad— 


Erik’s Fair. 


the company is already respon- 
sible for 12 annual fairs in this 
country—follows months of 
negotiations with leading trade 
figures in Sweden. 

Earlier this month, V. G. 
Sherren, NTP managing director, 
co-director Walter Williams, 
Nigel Pearson, business manager 
at Drury House, and George 
Pollitzer, chairman of Beck & 
Pollitzer, exhibition contractors, 
flew to Stockholm to finalise their 
plans for a 1957 exhibition in the 
Swedish capital. 

Also in the party were Mrs. 
Frieda Sherren, fashion adviser 
to National Trade Press exhibi- 
tion department, and Steve Wal- 
lace, a senior executive of Beck 
& Pollitzer. 

NTP will be responsible for the 


@ Continued on page 4 
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A planning session at NTP to study the plans for the British trade fair in 
Stockholm next year. Left to right: Walter Williams, editorial director, 
NTP, V. G. Sherren, NTP managing director, George Pollitzer, chairman 
of exhibition contractors Beck & Pollitzer, Nigel Pearson, business manager 
at Drury House, Mrs. Frieda Sherren, fashion adviser to the NTP exhibition 
department, and Steve Wallace, Beck & Pollitzer executive. 
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AA TO FOLLOW ‘AD WEEKLY’S’ LEAD 


Grocers accept offer of speaker 


on ads and profit-margins 
Statements in the annual report of Alban Curtis, secretary 
of the Northern Council of Grocers’ Associations, to the effect 
that grocers’ profit margins are being adversely affected by the 
spending of large sums of money on advertising, have been 
challenged by L. E. Room, director-general of the Advertising 


. . 
Swinging booklet 
To aid shopkeepers in the sale of 
Mazda lamps a new range of display 
pieces are now being distributed as 
part of Mazda’s autumn publicity 


campaign. One of these, shown 
above, is the “‘Tick-tock’”’ which has 
an illuminated brand name on the 
carton and a copy of a free booklet 
which swings to and fro. 


® Continued from page 3 


Association. 
On August 24 ADVERTISER'S 
WEEKLY quoted from Mr. 


Curtis’s report to his council: 
“Your margin of profit is used to 
pay for expensive advertising. 
Government policy on credit 
could be usefully applied to ad- 
vertising, a cost towards which is 
contributed by the Treasury.” 
ADVERTISER'S WEEKLY  sug- 
gested action by a local adver- 
tising club, in line with the 
Advertising Association policy 
to provide speakers at meetings 
of just such organisations as this. 
After reading ADVERTISER'S 
WEEKLY, Mr. Room asked Mr. 
Curtis to forward a copy of his 
report. Subsequently, Mr. Room 
wrote to Mr. Curtis pointing out 
that the statement that the re- 
tailers’ margin of profit was used 
to pay for expensive advertising 


NTP’S PLANS FOR SHOW OF 
BRITISH GOODS IN SWEDEN 


entire organisation and presenta- 
tion of the Fair. Stand layout, 
construction and display details 
will be finalised in this country 
by Beck & Pollitzer, who will 
also supervise the erection of the 
exhibition by Swedish sub-con- 
tractors. 


Announcing the exhibition this 
week, Mr. Sherren stressed the 
fact that the Stockholm trade fair 
will not be aimed merely at 
enhancing British prestige abroad. 


“There’s a_ large potential 
market for British textiles and 
footwear in, Sweden,” said Mr. 
Sherren, “and we mean to capture 
it for the advertisers who sup- 
port our publications. Before 
the war, 47 per cent of ail the 
textiles imported by Sweden were 
British. Today the corresponding 
figure is only 14 per cent. 


“Textile sales in Scandinavia 
can and will be increased. We 
mean to stage the finest overseas 
exhibition of consumer products 
ever presented on behalf of 
British manufacturers. And we 
will do it at an economic figure. 


“Exhibition costs will be ap- 
proximately the same as those we 
charge in Britain, and over here 
we operate on what are generally 
accepted as minimum figures. 

“To counter Swedish criticism 
of British textiles—for example, 
they say that our fabric designs 
are inferior to German and 
Italian products—we will offer 


positive encouragement and 
assistance to British firms. 

“It will be done in this way: 
six months before the Stockholm 
fair opens we will stage in 
London a representative exhibi- 
tion of the merchandise which 
has captured Scandinavian and 
Baltic markets. The fabrics on 
show will be loaned by leading 
Swedish wholesalers and 
retailers.” 

The NTP Fair will be widely 
publicised in all North European 
countries. 

Highlight of the Fair will be 
the daily parades of British 
fashions. The garments will 
embrace every section of the 
British clothing industry — the 


men’s tailoring and outfitting 
trades, fashion and _ children’s 
wear. 


Top British models will display 
the clothes and the parades will 
be organised by Mrs. Sherren, 
who has similar responsibilities 
at NTP’s National Fabric Fair 
and the Men’s and Boys’ Trade 
Fair. 


Show title changed 


The title of the Engineering, 
Marine & Welding Exhibition 
will be changed from next year to 
the Engineering, Marine, Welding 
and Nuclear Energy Exhibition. 
Organisers are F. W. Bridges & 
Sons, Ltd. It will be held at 
Olympia from August 29 to Sep- 
tember 12, 


was, to put it mildly, a “con- 
troversial” one, and added: “J 
should very much like the oppor- 
tunity of discussing it with you.” 

Alternatively, Mr. Room indi- 
cated that he would welcome a 
meeting with the council “for a 
free and frank discussion.” 

“On my side I could guarantee 
to produce a speaker who would 
be perfectly prepared to stand up 
to questions,” Mr. Room added. 


‘For the good of all’ 


“If this could be arranged I 
think it would be to the advan- 
tage of us all. Really the interest. 
of the manufacturer and of the 
retailer is one: they are both the 
servants of the public, and it can 
only be for the good of all that 
each should have an understand- 
ing of the other's point of view. 

“The Advertising Association 
would be the first in the field to 
combat any proposal for a tax on 
advertising matter. In fact, with 
the FBI and other interested 
bodies, we were able to convince 
Sir Stafford Cripps that just such 
a proposal should be dropped 
from the Autumn Budget he in- 
herited from Mr. Hugh Dalton in 
1947. 

“I imagine, too, that even your 
own members, on _ reflection, 
would hesitate in asking the 
Treasury to disallow advertising 
expenditure for tax purposes— 
retailers themselves spend money 
on advertising.” 

After suggesting that it would 
be just as sensible to disallow the 
cost of commercial travellers or 
shop assistants, Mr. Room con- 
cluded: 

‘Can we meet?’ 
_ “These are large matters which 
it would be unfair to attempt to 
cover adequately in a letter. That 
is why I hope your council will 
be willing to let us meet them. 


Do you think it could be 
arranged?” 

Nearly 40 local associations of 
grocers are affiliated to the 


council, and Mr. Curtis informed 
delegates of Mr. Room’s letter at 
their annual general meeting in 
Oldham last week. 

Harry Yates, immediate past- 
president of the National Feder- 
ation of Grocers, declared that 
he did not necessarily agree with 
the views expressed by Mr. Curtis 
in his annual report. 

“Advertising is a tremendous 

force,” he emphasised. 
_ On the proposal of Mr. Yates, 
it was unanimously agreed to 
invite a representative of the AA 
to address the council on a future 
occasion. 


The first issue of “Mirabelle’’—the 


new colourgravure weekly for 
women published by Newnes, was 
on sale on Monday. 

Stuart Mander, advertisement direc- 
tor of Newnes, has sent out the 
first issue to advertisers and agents 
throughout the country in a 
folder which announced that all 
advertisement space in the first 13 
issues had been booked soon after 
the launching announcement. 

The initial print order was over 
700,000 Advertisement rate is 
£300 a page monotone with a 
back page in full colour at £600. 
Advertisement space in ‘“‘Mira- 
belle’ is limited at the moment to 
eight pages an issue. Next issue 
for which advertisements can be 
accepted is December 10. The 
first issue of “Mirabelle’’ was 
supported by national advertisers. 


New BP journal 


Last week, the week of the 
Farnborough Air Show, saw the 
first issue of a new aviation jour- 
nal. Entitled Air BP, it is issued 
by the international aviation ser- 
vice of the British Petroleum Co. 
for free distribution throughout 
the aviation industry and to mem- 
bers of the public interested in 
the subject. It will appear quar- 
terly at first, and the first issue 
consisted of 36 pages illustrated 
in colour. Print order was 
20,000. 


PPA’s European link 
J. Ricquier, president of the 
Belgian Periodical Proprietors’ 
Association and federal president 
of the International Federation of 
the Periodical Press, visited Lon- 
don early this week. H. W. 
Yoxall, president of the Periodi- 
cal Proprietors’ Association, en- 
tertained him to lunch with the 
officers of the Periodical Proprie- 
tors’ Association, at which M. 
Ricquier set out the views and 
objects of the Federation. The 
PPA is not a member of this 
body, but it was agreed as an 
interim measure to exchange in- 
formation with a view to seeing 
whether co-operation would be 
subsequently possible. 
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‘Ad Festival shows international growth 
of film medium’ 
WORLD-WIDE ENTRY OF 450 FILMS 


Over 400 delegates—nearly a third of them from the United 
Kingdom—are expected at the Third International Advertis- 
ing Film Festival which opens in Cannes tomorrow (Saturday). 


P & D survey of 
spending ready 


Pearl & Dean (Screen Ad- 
vertising) Ltd.’s survey of the 
spending power of cinema 
audiences will be ready shortly. 
The survey will be introduced 
at a party at the May Fair 
— on Monday, September 


The survey will provide, 
says the company, fully de- 
tailed figures, and will analyse 
a number of major conclusions 
which they believe will prove 
valuable to producers ot con- 
sumer goods and thein adver- 
tising agents. 

At the party Dr. Mark 
Abrams will comment on 
the results of the survey. 


It will end on Wednesday. 

Over 450 films from a number 
of countries have been entered. 

The Festival is organised by 
International Screen Advertising 
Services. 

Ernest Pearl, chairman of 
Pearl and Dean Ltd., has already 
arrived in Cannes for the Festival. 

He says: “I have been check- 
ing over the entries. They come 
from as far afield as Australia 
and Hungary, the United States 
and Sweden. 

“There is no doubt that this 
year’s Festival demonstrates in a 
most impressive way the increas- 
ing power and—most significantly 


Hulton show breaks crowd record 


When the Hulton’s Boys’ and 
Girls’ Exhibition, Olympia, closed 
at 9 p.m. on Saturday, after 11 
days, 227,084 visitors had passed 
through the turnstiles—an atten- 
dance which broke all attendance 
records for the National Hall. 

A Hulton Press spokesman said 
this week: “We are delighted 
with the result and bookings by 
potential exhibitors for next 
year’s show are phenomenal.” 

The exhibition was the first of 
its kind ever to be held in this 
country. 


Exhibitors are reported to be 
“highly satisfied” with the results. 

The RAF report that they had 
over 400 serious inquiries from 
boys wishing to enter the service 
through apprenticeship and 
officer training schemes. Successes 
are also reported by other con- 
cerns looking for  recruits— 
Imperial Chemical Industries, 
Vickers - Armstrongs, Central 
Electricity Authority, British 
Railways, the Atomic Energy 
Authority and the Ministry of 
Labour. 


The younger generation displayed ram interest in the “Yachting World’s”’ 


stand at the 1956 Hulton Boys an 


Girls Exhibition. “Yachting World” is 


one of the 34 journals of Associated Iliffe Press. 


—the increasingly international 
nature of the screen medium.” 
Showings of the entries will be 
held every day at the Palais des 
Festivals while the Festival is on. 
Numbers of cocktail parties and 
receptions for delegates will be 
given by various organisations. 

On Wednesday, there will be 
two showings of the prize-win- 
ning films, one for the interna- 
tional jury and one for the 
delegates. 

In the evening a gala dinner 
and dance will be given by ISAS 
to all delegates at the Palm Beach 
Hotel, when the prizes will be 
presented. 

A total of 73 British TV films 
have been entered for the 
Festival. They have been entered 
by the following producers and 
agencies : 

Alfred Pemberton, John Hob- 
son & Partners. Pearl & Dean 
(Productions), Film Producers’ 
Guild, Griffin Animations, 
Screenspace, J. Walter Thompson 
Co., TV Advertising, Advision, 
G. Street & Co., S. Presbury & 
Co., Wynne Film Productions, 
McCann - Erickson Advertising, 
S. H. Benson, Erwin Wasey 
& Co., Eric Radage Group, Ser- 
vice Advertising Co., Foote, Cone 
& Belding, Immedia, Anglo- 
Scottish Pictures, three each. 

Star Sound Studios, Impact 
Telefilms, Basic Films, C. J. 
Lytle (Advertising), W.  S. 
Crawford, two each. 

Derrick Williams Productions, 
Nicholas Cartoon Films, Mather 
& Crowther, one each. 


New Piccadilly signs 


The new electric signs for 
Bovril Ltd. and Schweppes Ltd. 
in Piccadilly Circus, which are to 
be switched on next Thursday, 
will be in the original Bovril 
advertisement position on Picca- 
dilly Mansions. 


Newspaper Society’s promotion drive is “under way 


First steps in the Newspaper 
Society’s development of its 
promotion service are now 
being taken. 

The new promotion sub-com- 
mittee has been appointed and 
will shortly hold its first 
meeting. 

Among the early tasks will be the 
planning of a new and 
expanded version of “Talking 
Points,” the Society’s monthly 
newsletter, which it is hoped to 
launch in January. In this con- 
nection, David Anderson has 


been appointed to the staff as 
editorial assistant. 

His editorial experience has in- 
cluded work on “Coal,” the 
magazine of the mining indus- 
try, and on the “Newsagents’ 
and Booksellers’ Review.” 
Latterly he has been employed 
by Heighway Publications Ltd., 
where he undertook circulation 
promotion for “Printing News” 
and also sub-editing and make- 
up on “Fishing News.” 

Further appointments in connec- 
tion with the research and 
liaison sides of the new promo- 


tion programme will be made 
during the coming months, say 
the Society. 

The promotion sub-committee 
consists of: chairman, T. G. 


(“Harrogate Herald”); A. Clay 
(“Kent Messenger”); R. H. 
Penney (Northcliffe News- 
papers’ Group Ltd); L. J. 
Stallard (“Express and Star,” 
Wolverhampton); and D. Upton 
(“Ilford Recorder”). 


| 


YNA conference 
to hear talk 
by Roy Thomson 


Brochures have been sent out 
this week for the conference of 
the Young Newspapermen’s Asso- 
ciation which will be held in Edin- 
burgh from Friday to Sunday, 
October 5 to 7. The conference 
headquarters will be the North 
British Hotel. 

Speakers will include Roy 
Thomson, of the Scotsman Pub- 
lications Ltd. and programme 
contractor for the Scottish com- 
mercial TV station. 

The conference will open on 
the Friday evening when the 
delegates will be welcomed at a 
civic reception by the Lord 
Provost and City Councillors of 
Edinburgh, in the City Chambers. 
This will be followed by a con- 
ducted tour of The Scotsman's 
offices. 

The first business session will 
hear an address by J. Gwyndaf 
Jones, president of the News- 
paper Society. This will be fol- 
lowed by talks by Brian D. 
Whiteaker, editor of the Wolver- 
hampton Express and Star on 
“The Price of News,” and by Roy 
Thomson on “What is Ahead for 
Television.” 

R. P. Prentice, managing direc- 
tor of the Hamilton Advertiser 
and chairman of the Scottish 
Provincial Associated News- 
papers, will then speak on 
“Advertising Group Formation 
and Management.” 


Golf competition 


In the afternoon the golf com- 
petition for the Sir Eric Bowater 
Cup will be held, in addition to 
another tour of The Scotsman’s 
offices. 

In the evening there will be a 
reception by the president of the 
Scottish Alliance of Master 
Printers, followed by a banquet, 
at which the guest speaker will 
be Sir Compton Mackenzie, and 
dancing and a cabaret. 

The business sessions will 
resume on Sunday morning, with 
talks on “The Editorial Problem” 
by Alastair M. Dunnett, editor of 
The Scotsman; “Present and 
Future Technical Developments 
in Newspaper Production,” by 
C. F. Carr, general manager of 
Southern Newspapers Ltd.; and 
“Newspaper Making,” by John 
Gordon, editor-in-chief of the 
Sunday Express. 

In the afternoon, the speakers 
will answer questions on any sub- 
ject related to the industry put to 
them during an “Any Questions?” 
session. This will be followed by 
the closing session, at which all 
delegates are invited to air their 
opinions on any subject relevant 
to the conference, put forward 
their ideas or make suggestions 
for the future. 


| Se 5 ES | 
A be , Fe Boal RY a Yacheing World Ponce and Sail qe : fF 
: | Hieee ss aa Te fl Wane § 
y 4 = nal. fe Pree * 5 i P 3 , ; 
a 3 OE 
Bae SF (ep FT 
Moore (“Portsmouth Evening 
News”); deputy chairman, D. 
Evans (Kemsley Newspapers 
Ltd.); and W. R. A. Breare 
if Pm 4 a Bis : a 4 a pe eae 7 : : 


ADVERTISER'S WEEKLY 


Leeds 


College gives 
ad tuition 


A series of courses in advertising 
has heen arranged by Leeds Educa- 
tion Committee in conjunction with 
the Publicity Club of Leeds, and 
will begin at Leeds College of 
Commerce on Monday, September 
24. The courses cover every section 
of publicity, and give preparation 
for the examinations of the Adver- 


Club News 


tising Association and the Institutc 
of Practitioners in Advertising. 
The classes are not confined to 
students sitting for the professional! 
examinations, and adults are particu- 
larly invited to join classes which 
the committee feels will be helpful 
to them in everyday business life. 


— 
Most beautiful 


girl contest 


Who’s the most beautiful girl in 
the Regent? Regent Advertising 
Club sent out an urgent SOS at their 
social evening last Friday, Septem- 
ber 7. They're looking for a mascot 
—Miss Regent Club for 1956. “It’s 
poise, personality plus . . .”’ we're 
looking for, says Bill Brumm, 
Regent's social committee chairman. 
Regent members, wives or girl 
friends of members can compete, if 
between the ages of 17 and 35. 
Semi-finalists have to. attend the 
Club on Friday, October 5, for the 
final judging—by a “panel of 
experts.” Entry forms (with photo- 
graph) have to be in by Monday. 
October 1. 


Ad motorists meet 


to elect officers 


Members of the Advertising 
Motor Club met yesterday (Thurs- 
day) at the Regent Advertising 
Club. They discussed the competi- 
tion they are holding for a club 
badge design and elected officers for 
the forthcoming year. 


The directors of Illustrated Newspapers, proprietors of “The Sphere,’ 
at Royal Mid-Surrey Golf Club, Richmond, last Friday. 


during the war. 


“six down.” 


Leicester 
A course in 
advertising 


A course in advertising and 
marketing is being sponsored by the 
Publicity Club of Leicester and a 
booklet giving details of the course 
has been sent out to many local 
business houses. The course will be 
held at the Adult Education Centre, 
Belvoir Street, Leicester, and the 
lecturers will come from all parts of 
the country. They will speak on all 
forms of advertising and marketing 
of goods. Arrangements for the 
course have been worked out in con- 
junction with the local Education 
Authority. 


Aldwych 


Kenneth Horne to 


be new president 


Radio and TV _ star Kenneth 
Horne is to be installed as president 
of the Aldwych Club on Wednes- 
day, September 26. The installation 
ceremony, performed by Hubert 
Oughton, the outgoing president. 
will be held in the lounge of the 
club at 6 p.m. for 6.30 p.m., fol- 
lowed by dinner at 7 p.m. Tickets 
are 25s. each 


Fleet Street 
Column Club 


Christmas Lunch 


The Christmas Lunch of the Fleet 
Street Column Club will take place 
this year 
ber 19. 


on Wednesday, Decem- 


A number of prominent figures in the publishing and business worl 
competition for the “Sphere” Challenge Cup, which was won this 

. D. R. M. Reid was runner-up with a score of 75. 
nine secret holes was won by I. J. Penrice. 
prize in the two-ball bogey foursomes with a score of “five down.” 


year by W. J. Marrable with a net score of 
“The Sphere’ prize for the best score under handicap for 
In the afternoon J. M. Connell and C. W. Pangbourne took first 
r a . Reid and R. Brett were runners-up, 
The prizes for all the competitions were distributed by C. Snelling, 

Newspapers, who (above) presents the Cup to Mr. Marrable (left). 
Ltd., thanked Illustrated New 


Mr 


A. Pemberton, chairman of Alfred Pemberton 
spapers on behalf of the 60 guests, 


SEPTEMBER 14, 1956 


—_— | 


The top table at the “Two Freds” lunch. Left to right: Harold Fish 
(“Daily Telegraph’), D. Willis (Albert E. Reed Lid.), W. H. Lynas, president 
of the Solus Club, Trevor Harris, chairman of the Publicity Club of London, 
Andrew Milne, chairman of the Fleet Street Column Club talking to (stand- 
ing) John Sime, of ADVERTISER'S WEEKLY, who organised the programme, 
Hubert Oughton, Edward Jones (Gee & Watson Lid.), W. A. Messenger 
(chairman, NABS council), Norman Moore, and Cdr. C. Robertson- 
MacDonald. 


£600 FOR NABS FROM ‘TWO 
FREDS’ AUCTION 


th “Two Freds” Calico Printers’ Association Ltd., 

oe a rained off on J en —<.. _~ meee aes 
2 fumery td., elena ubinstein Ltd... 

Wednesday of last week, the im- Geo. Bassett & Co., Ltd., Crosse & 
door arrangements went ahead as_— Blackwell Ltd, Smiths Clocks & 
planned—with the addition of a Watches Ltd., Lockwood Sales Ltd 


Allied Bakeries 


- - Ltd., Charrington & 
table-tennis and putting tournma- Co. 


Ltd., Beecham Foods Ltd., Ment- 


ment between the two teams. _, ~~ -—pow ot — 
" . . y vy ° ast 
As every year, NABS will proguets Lid = 
benefit handsomely from the 
match — from the record - A 
£4,000-plus from the pro- Ad Man's, Diary 
evenne of onday, em 
gramme revenue, from the sale INSTITUTE OF PACKAGING. West 
of tickets and programmes, and Midlands branch meeting, Imperial 
from the auction Hotel, Birmingham. 6.45 >. zs 
. INSTITUTE OF PACKAGING. ast id- 
At the lunch at Hurlingham lands branch meeting, Bell Hotel, 
last week, Hubert Oughton, Leicester. 7.30 p.m. ai 
honorary treasurer of N ABS INSTITUTE OF PACKAGING yul : 
: . . : 2 Wal Mon. b ch ting. 
revealed that NABS dispensed ring a 


some £20,000 a year. A quarter 
of this total came from the “Two 
Freds” match, for which he 
thanked the organisers, the Fleet 
Street Column Club 


Harold Fish said this week that 


PUBLICITY CLUB OF LONDON, Annual 
general meeting and get-together 
Waldorf Hotel. 6 for 6.30 p.m 

NEWSPAPER SOCIETY Dinner to 80 
members of Canadian Weekly 
Newspapers Association party 
Apothecaries Hall. 7 for 7.30 p.m. 


i REGENT ADVERTISING CLUB. Meeting 
the auction, despite the fewer of Cossting Goomp. S30 p.m. 
> 2 » are : Tuesday, ptem 
= of people there to bid BRITISH SALES PROMOTION ASSOCIA- 
than in more recent, and drier, TION. Talk and film show ‘Selling 
years, had raised £548, and he Britain Abroad.’’ British Council 
hoped that this figure would be me Hanover Street, W.1. 
pushed over the £600-mark by w needs . September 19 
further offers he had received. INSTITUTE OF PUBLIC RELATIONS. 
Final list of acknowle ; Luncheon meeting, Criterion 
for auction gifts i * edgements Restaurant. 12.45 p.m. 
uctHON gilts Is: INSTITUTE OF PACKAGING. Thames 
Valley branch meeting Reindeer 
Hotel, Slough. 7 p.m. 
Thursday, September 20 
INCORPORATED SALES MANAGERS’ 
ASSOCIATION Luncheon meeting 
Connaught Rooms. 
Friday, September 21! 
REGENT ADVERTISING CLUB. Adver- 


tisement night “‘Know Your Ads.” 
7 p.m 

BRITISH SALES PROMOTION ASSOCIA- 
TION. Autumn luncheon. Shaftes- 
bury Hotel. 12.30 p.m 
INCORPORATED SOCIETY OF BRITISH 
ADVERTISERS. Conference ‘‘Tele- 
vision—The Advertiser Takes 


Stock,” Park Lane Hotel, 10 a.m. 
Followed by dinner. 7 for 7.30 p.m. 
INSTITUTE OF PRACTITIONERS IN 


ADVERTISING. Intermediate week- 
end course, opens St. Peter's Hall, 
Oxford. 
" held their annual invitation golf meeting 
This event has taken place every year since 1926, except Women’s 
d took part in the medal a 


Officers appointed 

Miss Olive Hirst has been ap- 
pointed NABS Steward fer 1956-57 
for the Woman’s Advertising Club 
of London, and Mrs. Trude Prentis 
press officer. 


vice-chairman of Illustrated 
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IPA introduce new intermediate exam for 


Associate 
SYLLABUS 


members 


FOR 1957 ANNOUNCED 


The new syllabus of examinations for membership and 
associate membership of the Institute of Practitioners in 
Advertising has been issued. It has been sent to all member 
agencies, registered students and to agency education officers. 


The syllabus contains details 
of the qualifications required for 
membership and associate mem- 
bership of the Institute. The 
scope of each examination is 
described, and the examination 
papers set in 1956 are included. 

The Advertising Joint Inter- 
mediate Examination is now 
the only recognised inter- 
mediate examination for pro- 
spective members, says the IPA. 

The membership intermediate 

examination, formerly con- 

ducted by the Institute, will no 
longer be held. 

A new intermediate examina- 
tion for associate membership 
has been introduced, and will be 
held for the first time in 1957. 

Until now, those’ entering 
specialised occupations in adver- 
tising have had to wait seven 
years before taking a_ single 
examination, i.¢e., the final 
examination for associate mem- 
bership of the Institute. 

“This has meant that there has 
been a certain lack of incentive 
to attend lectures and to prepare 
for an examination so far ahead,” 
says the Institute. 


Test of students 


The new associate membership 
intermediate examination will 
break the period of study into 
two distinct parts “and will pro- 
vide a test of progress both for 
the student and his employer.” 

It will also bridge the disparity 
between the programme of 
studies for membership and for 
associate membership which has 
been accentuated by the intro- 
duction of the wide syllabus of 
the Advertising Joint Inter- 
mediate Examination. 

The associate membershi 
intermediate examination will 
consist of one general paper and 
one specialised paper. A pass in 
the Advertising Joint Intermediate 
Examination will be accepted as 
an exemption from the associate 
membership examination if a 
student decides to change his 
membership requirements. 

As a corollary to the introduc- 
tion of the new intermediate 
examination, some changes have 
been made in the qualifications 
required for associate member- 
ship. The period of qualification 
with a recognised advertising 
agency for admission as an 
associate member will remain at 
seven years. 

The education committee 
may now, at its discretion, per- 
mit experience and education 
in a -candidate’s specialised 
field, other than with a recog- 
nised agency, to count towards 
the seven-year 


period. The minimum period 

of experience with a recognised 

agency must, however, in no 
case be less than three years. 

In future a candidate may be 
permitted to sit for the associate 
membership final examination 
after only five years’ qualifying 
experience, 

In 1957 examination papers are 
to be set for the first time in the 
associate membership category 
“TV, Cinema and Radio.” 

The Institute’s 1957 examina- 
tions will be held throughout the 
UK on April 9 and 10, 1957. 


Lecture series 


A series of high-level lectures 
has been planned and will be 
held on Wednesday evenings at 
6.30 p.m. at the Institute com- 
mencing on October 10. 

The lectures are intended for 
students preparing for the mem- 
bership and associate member- 
ship final examinations, although 
if there are vacancies students 
who are not proposing to take 
the examinations in the coming 
year may also attend. 

There will be two or three lec- 
tures covering each of a group of 
subjects. 

After each group of lectures 
there will be a meeting of the 
Students’ Study Circle whrich 
proved so successful this year. 
At these meetings the students 
will discuss, in syndicates, with 
the help of tutors, specific 
problems relating to the sub- 


Pp 

Over 80 member agencies have 
appointed a senior member of 
their staff to act as agency educa- 
tion officer in order to form a 
link between the Institute and 
member agencies in educational 
matters. 

On Wednesday there will be a 
meeting of agency education 
officers at the Institute to discuss 
the Institute's educational pro- 
gramme, the new syllabus, the 
registration of students at even- 
ing colleges and methods of 
education within agencies. 


Lt. Col. Alan M. Wilkinson, president of the Institute of Practitioners in 
Advertising, presented final examination certificates to successful candidates 
at the Institute’s headquarters on Wednesday of last week. Above: H. G. 
Parkin receives the Gold Medal from the President, the first time it has 


been awarded since 1950. 


In his address the president commented on the 


large number of successful candidates this year. They amounted to 77 per 
cent of the total entry. : 


Presentation of IPA Examination Certificates ——L. to r.: K. 
Parkin, 


Masius & Fergusson Ltd., H. G 


i 


R. Wilson, 
. Street & Co., Lid., K. W. C 


Winterbotham, Masius & Fergusson Lid., the president, Lt. Col. Alan M. 
Wilkinson, S. Seltzer, Armstrong-Warden Ltd., and M. English, The London 
Press Exchange Ltd. Mr. Wilson and Mr. English gained distinctions in 


the Membership final examination. 


Mr. Winterbotham and Mr. 


Seltzer 


gained distinctions in the Associate Membership final. 


Capping it all 

Hat publicity was among the 
subjects down for discussion at a 
meeting of hat manufacturers 
from a number of countries in 
Switzerland this week. 


Joint committee on education 


Outcome of the session on 
training for careers in advertising 
at the Advertising Association’s 
Brighton conference this year 
has been the formation of a 
joint committee between the AA, 
the Institute of Practitioners 
in Advertising and the Incor- 
porated Society of British Adver- 
tisers. 


The committee is to consider 


the problems of recruitment and 
training. : J 

The members are AA: Philip 
L. Stobo (S. H. Benson Ltd.) and 
J. L. Verrinder (Punch); ISBA: 
A. R. M. Sedgwick (Gillette 
Industries Ltd.) and Clifford 
Turner (Glaxo Laboratories 
Ltd.); and IPA: C. B. Bagg 
(Rumble, Crowther & Nicholas 
Ltd.) and . A. Messenger 
(Saward, Baker Ltd.). 


Garland’s expands: 
New media offices 


With the moving of their media 
department on Wednesday, the 
S.T. Garland Advertising Service 
Ltd. has more than doubled its 
premises in the last eighteen 
months. The expansion—which 
has entailed building a bridge 
between Nos. 51 and 52 Mount 
Street—provides better accommo- 
dation all round, notably for 
visitors and for the television and 
media departments. 


New address is 51/52, Mount 
Street, but media visitors should 
go round the corner to 47a, 
Reeves Mews. Telephone for all 
departments is unchanged— 
Grosvenor 6040. 
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ADVERTISER'S WEEKLY 


News About|4 


ABC appoint a 
B’ham_ executive 


George A. Cooper, advertisement 
eontroller of ABC Television Ltd.. 
has announced the appointment of 
Alan E. Roberts as a Midlands 
account executive at ABC’s Bir- 
mingham office. Since the end of 
the war Mr. Roberts has succes- 
sively been a senior salesman with 
Brown & Polson, assistant mer- 
chandising and advertising manager 
of the Canadian division of Safe- 
way Stores Inc., and, on his return 
to England, an account executive 


in the Midlands with Murray- 
Watson Ltd. 
* 7 * 


J. N. Swainston has left the Mobil 
Oil Co. to join Harris Advertising 
Ltd. as assistant general manager. 


* * * 


André Deutsch Ltd., publishers of 
Designers in Britain, have appointed 
Harold Tull as advertisement man- 
ager to succeed Anthony Bedding- 
ton, who is leaving the country to 
live in Rhodesia. 

* *x a 

C. G. Bass has relinquished his 
position as advertisement manager 
of Shopfitting & Display. He is 
remaining a_ director. At the 
moment no new appointment has 
been made but, temporarily, adver- 
tising will be under the control of 
Roy Parker, managing editor. 

* * * 

Ian C. W. Bringan, a_ senior 
executive of Allardyce Palmer Ltd.. 
leaves for America tomorrow 
(Saturday) in the “Liberté.” He will 
be away until the end of October. 
During his visit he will meet prin- 
cipals of the company’s clients and 
visit their associated advertising 
agencies. 


COI names new 


campaign manager 


Andrew P. Watson has been pro- 
moted campaign manager at the 
Central Office of Information. 
Before joining the COI in 1948. 
Mr. Watson worked for three years 
for S. C. Peacock Ltd., Liverpool, 
and was later assistant advertising 
manager of Mullard Ltd. Earlier 
this year, Mr. Watson was awarded 
the Crawford Cup by the Publicity 
Club of London for his film outline 
“Heart of London.” Mr. Watson is 
the holder of the George Medal, an 
award he gained in 1941 when, dur- 
ing his Army service, he swam to 
the rescue of a pilot whose aircraft 
had crashed about half-a-mile out 
to sea. 


New PRO for the Port of Bristol 
Authority is John Corin. He joined 
the Bristol Authority in 1953 after 
service with Nottinghamshire 
County Council. He has been acting 
as assistant publicity officer to G. 
Morley Davies who, until recently, 
when he became PRO for Mersey- 
side and North Wales Electricity 
Board, was the publicity officer for 
the Bristol Port. Mr. Corin is a 
member of the Bristol and West 
Publicity Club and of the Institute 
of Public Relations. 

* * * 


Miss Fiona Gillespie has joined 
the public relations division of 
Stowe & Bowden Ltd. She will 
handle PR for the agency’: fashion 
accounts. Until this appointment, 
Miss Gillespie was PRO to the 
National Needle Arts Bureau. 

* * - 


Woodalls Newspapers Ltd. have 
appointed Arthur Smiley as 
Northern advertisement manager, 
based on Liverpool. He was pre- 
viously the northern representative 
for Bradshaw's Rail & Air Guides. 

* * * 

After nearly 30 years with the 
county magazines originally pub- 
lishea by English Life Publications 
Ltd. and now English Counties 
Periodicals Ltd., Leamington Spa, 
Basil Toole-Stott, formerly adver- 
tisement director, is now working 
on his Own account as an adver- 
tisement space sales representative. 
He remains a director of English 
Counties Pefiodicals Ltd. in an ad- 
visory capacity, but will be mainly 
engaged representing, as London 
representative, Handyman, Diploma- 
tist and associated publications, 
Leicester Graphic, Nottingham 
Observer, Warwickshire & Worces- 
tershire Magazine, Northern Maga- 
zine, Digest of Equipment, and New 
Venture. 
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G. A. Newling, who retired last week from the position of Southern Midland 
and Scottish advertisement representative of Westminster Press Provincial 
Newspapers Ltd., was presented by H. L. Howarth, managing director, 
with a pair of binoculars which had been subscribed for by all his London 


colleagues. 


This picture shows (left to right) Mr. Newling, Miss E. Smith, 


Mr. Howarth, T. G. N. Pearce (advertisement director), A. Wood (director), 
and T. F. (Buster) Brown, who came up from retirement to attend the 
presentation, 


R. Jones joins the 
board at Gorings 


Ronald Jones has joined the 
board of Gorings Ltd. as an execu- 
tive director. His early experience 
with advertising was with ; 
Crawford Ltd., whom he joined in 
1931. During the war he served 
with the RAF and later returned 
to Crawfords. He was one of the 
founder-members of Dolan Davis 
Whitcombe & Stewart Ltd. 

* *x * 

Charles Lee Hutchings has re- 
joined French & Preston, Inc., New 

ork, as creative consultant fol- 
lowing a period as director of copy 
and television for Erwin Wasey & 
Co., Ltd., in London. He was pre- 
viously with Erwin Wasey, os 
Angeles, and Cockfield Brown & 
Co. Ltd., Toronto 

~ - * 


Jack Baker, of Dale Reynolds 


Publicity, has been appointed PRO 
for the Engineering, Marine, Weld- 
ing & Nuclear Energy Exhibition to 
be held next year at Olympia from 
August 29 to September 12. 


L. Pickersgill, managing director of Pickersgill Publicity Service Ltd., Leeds, 
made a presentation of a clock to the Sheffield branch office manager, 
B. C. Williamson, who is leaving the firm to join Ronson Ltd. as senior 


assistant to the advertising manager. 


This picture shows (|. to r.) Norman 


St. John Stembridge, director and advertisement manager of the Sheffield 


Telegraph & Star Litd., 


Hartley, the new 


Sheffield manager for 


Pickersgills, Mr. Williamson receiving the clock, D. Walls, director, Mr. 


Pickersgill, and two members of the Sheffield Office staff. 


December, 1947. 


H. A. Denne, who was elected to 
the board of Ford Motor Co. 
Ltd. in July, is appointed director of 
sales. F. E. W. Hammond, elected 
to the board at the same time as 
Mr. Denne, is named director of 
supply. 


* * 
Miss Oona MacWhirter, PRO 
for Odeon (Ireland), has been 


named chairman of the ladies’ com- 
mittee of the Variety Club of 
Ireland. 


ISMA president 


I. J. Pitman, Conservative MP for 
Bath and grandson of the famous 
shorthand inventor, has been elected 
president of the London branch of 
the Incorporated Sales Managers’ 
Association. He is chairman and 
managing director of Sir Isaac Pit 
man & Sons Ltd., the commercial, 
technical and educational publishers. 
He will give his inaugural address— 
on the theme of “Sales Management 
and the National Interest’—at a 
luncheon being held in the Con- 
naught Rooms on Thursday. 


OBITUARY 
J. C. Proudfoot 


James C. Proudfoot, former Lon- 
don editor of The Glasgow Herald 
and associated newspapers, died on 


September 2. He was 75. After 
some early training in a _ stock- 
broker's office he went to the 


Herald in 1907, where his father 
had been for many years senior re- 
porter and his uncle London editor. 
Shortly before the outbreak of the 
first world war he became commer- 
cial editor of The Glasgow Herald, 
and under his guidance that side of 
the paper was greatly extended. In 
1924 he transferred to the London 
office as City editor and in 1937 he 
became London editor with general 
charge of all the editorial activities 
in Fleet Street of George Outram 
and Co., proprietors of The Glasgow 
Herald, while at the same time re- 
taining some degree of supervision 
over the City office. These positions 
he held until his retirement in 


A.B.C. Figures 
Jan. to June, 1956 


CAMBRIDGESHIRE TIMES GROUP 


London Representative: Mrs. K. D. FALKNER 
Copies 69 Fleet Street, E.C.4 
Northern Representative: ARNOLD ELLIS 
+ Weekly 64 Cromford House, Manchester, 4 


Head Office: TIMES BUILDINGS, MARCH 


Tel. March 2368/9 
Tel. Fleet Street 9353 


Tel. Blackfriars” 6987 
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Through the RADIO TIMES you reach the Smiths who want to 
keep up with the Joneses and the Joneses who want to keep up 
with the Smiths. Nearly 9 million* households take it every week. 
At least 19 million people read it for 9 days from Friday to the 
following Saturday week. There’s a lovely mass market for you! 
Cost-per-reply and cost-per-order ratios will stand comparison 
with those of any other medium. There’s pulling power for you! 
You can’t help but— 


seu raroucn te RADIO TIMES 


CERTIFIED A.B.C. WEEKLY NET SALES JAN.-DEC. 1955 — 


8,800,715 


All enquiries to: TOM HENN, HEAD OF ADVERTISEMENT od BBC PUBLICATIONS, 35 Maker HIGH STREET, LONDON, W.1. 
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‘Screen printers should publicise 


themselves more’ 


‘USE PROs AND ADS’ WINSTAN GORDON 
ADVISES NETHERLANDS CONVENTION 


Winstan Gordon, honorary life president of the Display 
Producers’ and Screen Printers’ Association, gave an address 
on Monday to the Netherlands Screen Printing Convention. 
Speaking on “The Producer’s Point of View,” he discussed 
the principles and problems of management. 


A view of one of the new giant 


colour transparencies now being 

launched in Europe by the City Dis- 

play Organisation. They can be 

made up in one piece in sizes up 

to 30 ft. by 40 ft. and will be used 

for feature exhibits, television and 
lm backgrounds, etc. 


First survey of 


“Any screen printing business,” 
he said, “requires systematic, 
practical and well-ordered man- 
agement if it is to succeed, or 
even survive... . 

“We cannot get very far with- 
out finance and, with very few 
exceptions, I do not think that 
screen printing businesses have 
yet become big enough to be of 
interest to the industrial investors. 


EMAP coverage 


shows climb in group sales 


A brochure giving for the first 
time full details of the coverage, 
circulation breakdown, analysis 
of penetration, and general statis- 
tics of the East Midland Allied 
Press group and its constituent 
papers has been sent to all adver 
tising agencies and many adver 
tisers by John Nuttall, group ad- 
vertisement controller. 

The first few pages of the 
brochure are devoted to the 
group as a whole, and include a 
map of the whole area, penetra 
tion figures, tabulated statistics of 
consumer commodity ownership 
and retail selling outlets, a pic 
torialised summary of the number 
of people employed in major in- 
dustries, and a graph showing 
how the group sales have climbed 
from 226,000 in June, 1951, to 
257,824 in June, 1955. 

A double spread is devoted to 


Australian press 


Focus on Australia last week 
stated “there is no national press 
of any type.” In the generally 
accepted British sense this meant 
that there are no national morn- 
ing newspapers. There are, of 
course, weekly publications 
such as Truth with a circulation 
exceeding a million—which with 
state editions give national cover- 
age. Morning and evening 
papers are published in the state 
capitals. Only Sydney has two 
evenings. 


each individual paper, and gives 
information of its ABC figures, 
a description of its circulation 
area, a list of the area’s main in- 
dustries with an illustration of 
one of them, and, in a separate 


panel, advertising information. 
The group’s three sports papers, 
Trout and Salmon, Angling 


Times, and Football Telegraph, 
are summarised at the end of the 
publication. 

In a letter accompanying the 
brochure, Mr. Nuttall writes: 
“The East Midland Allied Press 
series of newspapers constitutes 
the largest geographical group of 
its kind in the country, with a 
total ABC circulation in excess 
of the number of houses in the 
area and equal to approximately 
one-third of the population con- 
cerned.” 

The brochure is printed by the 
East Midland Printing Co., an 
EMAP _ subsidiary. Further 
copies may be obtained from the 
group's London office. 


WSM seaside success 


In spite of strong competition 
from the weather, Woman's Sun- 
day Mirror reports a successful 
tour for its mobile seaside pro- 
motion “Beach Beauty Parlour.” 

Well over 100,000 holiday- 
makers at 37 resorts saw the 
demonstrations of beauty tech- 
niques staged by Woman's Sun- 
day Mirror beauty expert Shirley 
Barkley. 


“Producers have to rely upon 
their own resources to provide the 
money necessary to keep pace 
with a growing business. 

“A few may be able to do this 
out of profits, some may have 
reserve capital of their own... 
others may borrow money. 

“There is nothing wrong in 
borrowing money providing the 
borrower can make that money 
work and earn something in 
excess of the interest he has to 
pay.” 

He pointed out that borrowing 
was the foundation of many 
prosperous organisations, and 
went on to say: “Another angle 
is to amalgamate with someone 
who has business interests in 
common with your own, or to 
take in an active partner. 

‘Larger cake’ 

“But, strange as it may seem, 
this is an action that many screen 
printers seem reluctant to take; 
yet it should be remembered that 
a portion of a large cake can be 
bigger and more appetising than 
the whole of a small cake.” 

After discussing premises, 
equipment and materials, staff 
and efficient accounting, Mr. 
Gordon concluded his address 
with a five-point plan for further- 
ing the interests of screen printing 
in general. 

“We need, 
work 


he said, “better art 
and creative effort; better 


equipment with less manual 
operations ; better public rela- 
tions and advertising; better 


methods of selling ; 
ness organisation.” 

Expanding on these require 
ments, he said, with regard to 
better public relations and adver- 
tising: 

“Screen printers ought to know 
the value of publicity, but appar- 
ently some of them do not so far 
as their own business is con- 
cerned. 

“Every trade association should 
have its own public relations 
officer and every producer should 
make an allocation for his adver- 
tising within the annual budgetary 
control of his forecasted expendi- 
ture.” 


better busi- 
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Renovations and alterations at the 


New Row, Dunfermline, office of 
“The Dunfermline Press’ are now 
almost complete. The paper cele- 
brates its centenary in 1959 and 
during its long history publication 
has never ceased yak strike or 
breakdown. It is the only paper to 
be published in Dunfermline and 
has an ABC circulation of 22,466. 


Group sets up 
special ad 
department 


A department of Woodalls 
Newspapers Ltd. has been formed 
to offer an advertising service to 
manufacturers and retail trades 
in Shropshire and the Border 
Counties. 

The service will cover all 
aspects of advertising, but is in- 
tended to specialise in industrial 
advertising by the production of 
house journals, magazines and 
catalogues. The service will in- 
clude artwork, photography. 
block making, editorial publicity, 
display and exhibition design. 

“It is felt that by this means 
the group can offer the maxi- 
mum of service to its extensive 
range of customers in nine coun- 
ties,” says advertisement director 
T. Roberts. 

R. A. Rushton has been ap- 
pointed head of the Woodalls 
Advertising Service. He was pre- 
viously employed by the Owen 
Organisation for eight years in 
the publicity and exhibition de- 
partments, specialising in maga- 
zine and catalogue work. Towards 
the end he took over the duties 
of publicity manager on the retail 
side of the organisation. 


Baron ads withdrawn 


Following the sudden death of 
Baron, Brooke Bond and Co. 
Ltd. have withdrawn the adver- 
tisement campaign in which he is 
featured. The company and the 
agents, Spottiswoode Advertising 
Ltd., “are deeply appreciative of 
the help given by publishers 
who co-operated where possible.” 


... ANd Of course B ‘FE ‘T Bus Advertising 


ADVERTISING DEPT. B.E.T. FEDERATION LTD. STRATTON HOUSE, PICCADILLY, LONDON, W.I. 7e/: MAYfair 8886 
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Illustration shows a 
sectioned Rover gas 
turbine engine 


“Gas turbines for road transport 


“According to THE FINANCIAL TIMES...” 


It is quoted by managers, engineers, sales directors, cost accountants and all whose 
business depends on taking the widest possible view of the industrial scene. Day by day 
THE FINANCIAL TIMES Carries information and comment vitally affecting their decisions 
—reports of business trends, developments in production and management techniques, 
studies of home and overseas markets. Because its reporting of business news is so compre- 
hensive, accurate and well informed, THE FINANCIAL TIMEs is essential to top manage- 
ment. Put its advertising columns to work for you and you can be assured of reaching 
thousands of offices where important buying decisions are made. 


* Subject of a feature article in The Financial Times and typical of the many reasons why .. . 


Men of Industry read 


THE FINANCIAL TIMES 
every day 


SIDNEY HENSCHEL, ADVERTISEMENT DIRECTOR, 72 COLEMAN STREET, E.C.2. 
TGA FPs78 


- : as i” eee ae 
; F = 
o 
Fon, = 
SK 
aig, Um & ; he 
lm, eS, e 
gear MeN > “tre 4 
: ean, tt Cente on ; ‘Na 
Sr ee, o» |p aa ro 
4 We _ ee a Lt Rie ‘ey =m, *%e,* C7 
oe ill >=.™ "Se SS a “Ag 
* , ; Ry . CLES SF ene 
i. SSS er ee . 20, 7% 
: ea Sa SSS = , _ eet” on mo he 
" ; Ss = = /2 eT Sas ~ ey = « te, 
— » SSS GAS Ae, SS ea Ste : 
ae 7 he BRL TT = . vs I~ <i gseetes “Ory 
weal giyst Cah, > Ti, 
yin iio My vis ~~ Wren 
ig yre ja itl Ws ' y 
Masai eps ade ar ne — y 
Weibel Meng ace re | 
Milfipey Mili yplhs Myj tie yf 
hag Pe ayy te tig y 
gt el WApye Ved fing ante 
Pigpetha HRA Wad Leet fiji) 8 — i 
LAG fy, ihe A) A) ge y Sh EL, = { BEAU Ee ’ : = =F y 
en teltorh ‘eteg). peat - Veit * Y fs ALPE *tygrye! Wu? Uh nn = / 
yyy “utile tech A “ re Hy ihe: F Upere dd 4 MZ ae = y 
Kae AEE Boy 
BE ELIES eM) pide tn EES ‘ SSS / 
<7 Vt peg AAG ee OS Sine / 
SEE a} lea ES AS. Sey ss a y 
pidiw tl Fe /_—_—, Lae, 3 Stes f/f 
ae et ll -= ££ SS Vy, 
dite ~ == = SS : Uf 
We ey ‘ =—— = SS BSS Vif 
Vy = 4 f = SY Y/f 
. , ar is . _& “, | = i — freee ~ "hay yy 
’ / £ f ass ¥ a =— ! = Lis a 4 
Ec <7 ~ f Sts. — =—— 2= = = x 3 Y 
- Se hart > = —————=—S SS : Ss> 
LESSses LSS Se | SSS . Fe ff 
co. SSS = . eno ; + 4 
ahs a Ls % ; = = : = if 
Se Aa —S/ = i - : oe 
wa By. SS= = Pe Y 
SS TS =* = et 
ey, 27 = a —— —— ——$ ==> 
‘SSSRL3 << /\ E = 35 Bs SEs 
Oe =.) aS 
" ~~ = it —. = — = = 
Sie) Ss —— _ A> SS SESS = 
SI +=: = —— oo E — PS. 
‘SZ é : ——— SS ae : . 
AS = TZ — it +. — = 3 
SS — Ss \\ ™~ : a Se 4 Ps 
a = Se S 
sie ' = \ 1 a 
&F.\ w Aj F : yy if 
} We ve ky, - oe = 
+e) a ‘ a a 
‘ . my YY —- 
P ee / s =, » = A = = / 
= Fi. N\\ A 4 " = = h 
| pe. = Zi & “ 1. i ‘ = a 
q ao ~ any ee ) Paw == #&F y 
ty Y = Y= « p 2 el F Lr =) ¢ -—, & Ee a —— 
YZ iS “<A 5 _ 1 . o =. = y olf, 
3 F- a4 =S= € q . iv 7) > Rs 
Tz = Mey 4 i iz a Pee | 
=S : © : _ 2 we Baud 
 — = = SS, Zitz, aN 
> Ws ee z — rs — A SL — 
Wa A a - 
= : P = a. - Z 
ry . é fo fe A 
7. : 4 
é. Cf t 
ee 
‘ ee 
ie | hey . ¥ 
ee ; a OM F ie i =" i * 
4 e : ae » - et 
F. a bs ‘. 


ADVERTISER’S WEEKLY 12 SEPTEMBER 14, 1956 


‘Salesmen must be an inte - part of the 
designer's team’s ae: 


‘HIS EXPERIENCE IS VARIABLE’ 
SAYS LESLIE GAMAGE 


The importance of the designer and his relationship with 
top management and salesmen, and the help universities 
could give if students could be offered degrees In design were 
stressed at sessions of the Design Congress held in London 


HEN: 
| a] 


this week. 


On Wednesday the Congress 
was opened by the President of 
the Board of Trade, Mr. Peter 
Thorneycroft, and W. J. Worboys, 
chairman of the Council of In 
dustrial Design. 

On Wednesday afternoon a 
group session on “Case Histories” 
was held, and yesterday (Thurs- 
day) delegates at two group 
sessions heard addresses on “The 
Role of the Designer” and “The 
Implications for Management.” 

In the afternoon the sessions 
were summed up by the group 
chairman. 

Thomas Marchetti, vice-chair- 
man of John Crossley & Sons 
Ltd., told one of the sessions that 
there should be on every board 
someone personally responsible 
for the firm’s design policy—not 
only for the design of the actual! 
products but also for the carrying 
out of the firm's publicity 
material, its labels, catalogues, 
letter-headings and “for every- 
thing of a similar nature into 
which he can dig his claws.” 

J. Cleveland Belle, a member 
of the council of the CoID and 
a director of Horrockses Crewd- 
son & Co., Ltd., thought that the 
designer’s place was “not outside, 
but right inside the business.” 


Design should be in the care of 
a director, or perhaps the designer 
himself should be a member of 
the board. 

“When design is a_ principal 
selling factor, the designer is in 
a real sense a business-builder. 
Design affects production, market- 
ing, advertising and packaging. 
How then can it be an incidental 
or the designer be denied his right 
to play his part in the creation 
of policy?” he said. 

The function and responsibility 
of the designer at Liberty & Co., 
Ltd., were.outlined by the chair- 
man, A, Stewart-Liberty, who said 
that a store’s personality required 
conscious thought and planning. 

An important 
facet of this 
personality was 
a design policy, apparent in mer- 
chandise, display, advertising, 
correspondence and packaging, 
and in the general appearance of 
the shop. 

The most important designer 
directly employed by Liberty’s 
was, he said, the designer—and 

“impresario "of window dis- 
plays, commonly called display 
manager. He, in turn, had a top- 
level protector, the managing 
director of the retail company, 


This new Commer van, finished in cream and green, has recently been 


acquired by Temple Press Ltd. 


Side panels carry advertising material for 
the company’s publications, which wil! 


be varied from time to time to 


feature topical public lications. 


The directors of Douglas Holiday Camp gave a week-end party for adver- 


tising agen es and travel agents recently. 
Perkins (Granada TV Network); 


are: A. L. 


H. Lee (publicity officer, 
(“Glasgow Daily Record” and * 
Agency); W. Rogers (Kemsley Newspapers); 


chester Evening News’) 
operative Travel Servic 
R. E. 


e, London); 


whose constant preocc 
was the design policy. 

“Our general manage, decrees 
what and when to display, but 
only the managing director can 
question or direct the display 
technique of the display mana- 
ger,” said Mr. Stewart-Liberty. 

It was Leslie Gamage, also a 
council member of the CoID, and 
joint managing-director of the 
General Electric Co., Ltd., who 
mentioned the help the universi- 
ties could give design. 

“It would help enormously,” 
he said, “if special courses on en- 
gineering could be established at 
the universities so that a young 
man on qualifying could add 
B.Sc.(Design) after his name, sig- 
nifying that he was a fully quali- 
fied engineer specialising on de- 
sign. This would certainly raise 
the whole status of industrial de- 
sign as a profession, and would 
make industrialists more aware of 
its importance.” 

Mr. Gamage and other speakers 
discussed the value of the sales- 


“pation 


man to the design team. 
Any management which in- 
tended, said Mr. Gamage, to for- 


mulate a new design policy had 

to ask themselves first: “Is there 

a case for doing anything: at all?” 
This was where the experience 


Douglas Holiday 
‘Sunday Mail’’); G. 


Pictured here (left to right) 
A. Wilkie (‘News Chronicle’’); 

Camp); Charles Hannigan 
Ball (Lewis's Travel 
and Frank Hayes (‘‘Man- 


Others in the party included E. P. Skaer (Co- 
Alan Spence (“Daily Express); 
Hubbard (George Newnes Ltd.). 


and 


‘Degrees would raise designers’ status’ 


of the salesman was brought to 
bear, where information about 
markets, prices, public tastes and 
all the other factors which 
affected the design, production 
and marketing of a _ product, 
could help. 

“The salesman is the centre- 
forward of the team. Designing 
is a means to an end, and the end 
is selling. The salesman knows 
pretty well what he can sell and 
what he can’t and his opinions at 
all stages in the project should be 
valuable,” he said. 

A similar view was expressed 
by Roger Falk, managing direc- 
tor of Marketing Development 
Co., Ltd., who said that salesmen 
should appreciate design and 
understand their own companies’ 
designs. They should spend time 
in the plant and with the design 
section before visiting customers. 

The need for advertising as well 
designed as the product itself to 
help the salesman was stressed by 
Dr. Emil Rasch, chairman and 
managing director of Tapeten- 
fabrik, Gebr. Rasch & Co. 

“If a manufacturer frees him- 
self from the slavery of meeting 
existing demands and decides to 
create new demands, this cannot 
be done without advertising,” he 
said. 


LONDON : 


FLEet street 6692 


* ONE OF BRITAIN’S BEST MARKETS 


cred ty SURREY ADVERTISER 


143 Fleet Street, E.C. 4. Tel: Head office : 


GUILDFORD Tel: 5252 
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The double life of an 
INVESTORS CHRONICLE reader 


In his business life he’s But don’t ignore his 
responsible for the spending personal life. He’s ‘top’ 
of his firm’s money for prospect for those with 
office and factory equipment. expensive dreams to sell. 


ABC 


net sale Jan.-June, 1956 


7 out of 10 readers of the 26,779 


INVESTORS’ CHRONICLE 


with an ABC sales figure 


are directors or key executives in commerce, industry and finance 
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‘Biggest packaging 


show ever’ 


The organisers, Provincial 
Exhibitions, Ltd., report that 
with over 200 stands already 
booked, the Packaging Exhibi- 
tion, to be staged at Olympia, 
London, from January 22 to 
February 1 is expected to be 
the “biggest and best ever.” 
Practically all the space has 
now been allocated. 

“Preliminary investigations 
make it clear that develop- 
ments during the last two 
years in automation, mechani- 
sation and functional design 
in packaging, will offer manu- 
facturers an opportunity of 
reducing costs and expanding 
sales by adopting up-to-date 
techniques that are now avail- 
able,” say the organisers. 

“Heavy bookings by machi- 
nery manufacturers point the 

to big mechanisation 


New AEI man at 
Glasgow centre 


Press preview of a new show- 
room at 74, Waterloo Street, 
Glasgow, recently was the first 
job of John B. Henderson with 
his new employers, the AEI Lamp 
and Lighting Co., Ltd. Mr. 
Henderson had just taken up his 
new position as regional publicity 
assistant for Scotland and Northern 
Ireland. He will be responsible 
for the company’s publicity liaison 

in the region 
> and will be 

in charge of 
thenewshow- 
room. He 
wasprevious- 
ly _ publicity 
officer for 
Scottish 
Cables Ltd. 
of Renfrew. 
The first 
exhibition at 
the show- 
room, which 
opened to the 
public on 
ugust 29, is 
called “Systems of Lighting” 
and is intended to interest archi- 
tects and engineers concerned with 
lighting systems that may be 
integrated with the fabric of the 
buildings in which they are used. 

It is similar to the “ Lighting 
and the Architect ’’ exhibition in 
London in April, 1955, but with 
certain additions. The exhibition 
was re-designed for the Glasgow 
showroom by Robert Wetmore 
of Thurloe Place, South Kensing- 
ton. 


J. B. Henderson 
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Mason chairman 
‘not perturbed’ 
at effect of TV 


Reporting on the financial year 
which ended on March 31, H. J. 
Mason, chairman of Frank 
Mason & Co., Ltd., and asso- 
ciated companies, said that sell- 
ing had shown a tendency to 
become “more difficult.” 

“No doubt this is largely due 
to the effect of the credit squeeze, 
but also the rating valuation has 
had a very noticeable effect on 
the local traders, from whom we 
draw a large volume of our turn- 
over,” he said. 

It is too early to form a “reli- 
able opinion” on the effect of 
commercial TV on the outdoor 
medium, he said, but in “only 
one or two isolated cases” had it 
been possible to establish that 
outdoor advertising had been dis 
continued in favour of television 

“and possibly in these cases the 
switch may prove to be tem- 
porary.” 


‘TV too dear’ 


“In any event, the effect of this 
competition is likely to be miti- 
gated in our case, since a sub- 
stantial proportion of our 
business is drawn from the 
smaller national advertisers, and 
local traders, for whom television 
is in any case too costly. 

“Another factor in our favour 
is that transportation advertising 
is an effective and economical 
form of ‘reminder’ advertising, 
ideally suited to support a televi- 
sion advertising campaign. 

“While I am open minded as to 
the ultimate effect on our trade 
of television advertising, I can say 
personally that I am not unduly 
perturbed,” he commented. 

Profits for the group were 
£78,182 compared with £66,935 
for the previous year. Taxation 
absorbed £40.334, leaving a net 
profit of £37,848. 
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A new 100-ft. neon sign for Max Factor has been erected on a Trafalgar 


Advertising Co. Ltd.'s site in Piccadilly Circus. 


This is believed to be 


the first time a beauty advertiser has taken an illuminated sign in Piccadilly. 


“Max Factor’ is in seven-feet-high white neon letters. 


The contract was 


negotiated by Miss Doris Richardson, a director of Trafalgar Advertising 


Co. Ltd., and was built by London §S 


igns. 


Synthetic fibres men to discuss 
labelling and quality control 


An international conference on 
informative labelling and fabric 
quality, organised by the Inter- 
national Rayon and Synthetic 
Fibres Committee, will be 


attended by nearly 300 delegates 
from Britain, Europe, the United 
States and Japan, in Gothenburg, 
Sweden, early next month. 

Textile experts from 11 coun- 
tries will 
H. 


give 22 papers. Dr. 
Thomas, manager of 
Courtaulds’ use - development 
organisation, will talk on 
“Courtaulds’ Tested Quality 
Plan,” and Dr. E. Kann, of 
Marks and Spencer Ltd., will 
emphasise the importance of 
quality standards and quality 
control in relation to consumer 
requirements. 


Information probe 


“The best way to tell the public 
what they are buying and how 
they can get the best service out 
of their apparel, furnishings and 
household textiles, will be the 
main subject under discussion,” 
says a preliminary announcement 
ahout the conference. 


Reginald Harris and Mrs. Harris (left) and Leon Goodman and Mrs. Good- 
man (right), with the Mayor of Turin, Amedeo Peyron, at the Palazzo 
Madama during the annual meeting of the International Federation of 


Advertising Clubs this week. 


TELEPHONE 


KIOSKS 


TRANSPORTATION ADVERTISING? 


PIERS * ROAD SITES * CITY GUIDES + TRAM & BUS TICKETS 


“The rapid advance of new 
fibres, new finishes and improved 
techniques in fabric structure 
makes life much more compli- 
cated for the shopper than it was 
in the days of her mother and 
grandmother. She has far more 
variety to choose from, but she 
can no longer rely on her own 
instinct as to whether a par- 
ticular garment or _ curtain 
material will give her the per- 
formance she expects of it. 

‘Suspicious’ 

“She is inclined to be sus- 
picious of blends of old and new 
fibres together and rayon, acetate, 
nylon and the rest can appear in 
so many different guises that she 
cannot safely use past experience 
as a guide to some new cloth. 
Moreover, the shop assistant is 
often equally in need of tuition 
on the properties of the new 
fabrics. 


“Hence a scientific approach to 
the whole policy of marketing the 
new textiles js essential if the 
public, the shopkeeper, the laund- 
ries and the dry cleaners are to 
make the best of all the numerous 
developments that science and 
technology are putting into 
modern textiles. 


“It is hoped that the lectures 
and discussions at Gothenburg 
will lead to a more objective 
approach to the subject of quality 
control and informative labelling 
generally.” 

Many of the British delegates 
are expected to continue to 
favour quality standards based on 
performance tests, rather than the 
adoption of rigid standards of 
manufacture which do not allow 
for the introduction of imagina- 
tive designing and _ constant 
changes in style. 
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C is for Creda as advertised to 
One in three customers living near you. 
With Pic advertising leading the way 


Now is the time for a Creda display. 


CREDA ADVERTISING APPEARS IN THE SUNDAY PICTORIAL ON SEPTEMBER 16 
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POSTERS IN 
PERIL 


Tomorrow (Saturday) is zero day 
for the outdoor advertising 
industry, It is the last day on 
which the Minister of Housing 
and Local Government will 


accept suggestions for his 
intended amendment of the 
Regulations governing the 
medium. 

The planners have had two 


months in which to work out 
new restrictions which they 
would like to see in operation. 
And they have certainly taken 
full advantage of Mr. Duncan 
Sandys’ invitation to propose 
modifications. 

The Minister has received so 
many suggestions that it will 
take his department some weeks 
to digest them. 


Weak reaction 


Of course, in addition to the 
planners, industrial and adver- 
tising organisations have been 
making their representations. 
What have they sent to Mr. 
Sandys? Stiff notes smiting 
the planners and defending a 
great medium? Nothing of the 
kind. 

Reliable reports say there have 
been admissions that “some 
categories of excess advertising 
do call for attention.” 

What a way to fight a threat to 
the very existence of an 
industry! For that is what it 
will amount to in the long run. 


The real danger 


An admission of “clutter” on 
shops is accompanied by a 
suggestion that voluntary 
limitation would be best. But 
the contention that the plan- 
ners would be overwhelmed 
with shoals of applications for 
“express consent” if “deemed 
consent” were limited is naive. 
Officialdom always has time to 
say no. 

The real danger is not in the war 
against “clutter” but in the 
threat to extend special contrel. 
The proposal to scoop villages 
and country towns into these 
poster taboo areas opens up 
vast new possibilities for re- 
striction, 

The leaders of the outdoor 
industry should take their last 
chance today and write to Mr. 
Sandys demanding for posters 
and signs a fair, permanent 
place in town and countryside. 


FOR PLANNED 


DIRECT MAIL - ADVERTISING 
THAT SUCCEEDS - CONSULT 
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Thousands respond to first TV spot 


in ‘colour’ 


ESPITE the sneers of the 

BBC, colour was seen on 
commercial television on Sat- 
urday. 

A one-word ad for Oxo was 
shown against a background of 
flickering lines which appeared to 
different viewers in different hues: 
blue, red, green, yellow, buff and 
mauve. Subjective colour they 
call it. All very experimental. 

Was the experiment a success? 
All concerned were satisfied. 
Within a day or two between 
2,000 and 3,000 letters and nearly 
400 telephone calls had been re- 
ceived from viewers. TAM say 
a London homes saw the 
film. 

Now a series of similar trans- 
missions is planned to develop 
the experiment. 

Sub-threshold note: In 1933 a 
screen advertising experiment was 

conducted with high speed photo- 

graphy to test an “invisible” ad- 
vertising theory. And the word 
used was Oxo. 


ACHTUNG ! 


A MOST unusual promotion 
piece from Bild am Sonntag, 
a Hamburg Sunday newspaper, 
arrived in this office at the week- 
end. A folder printed in 
English and German announced 
that “Sunday’s weather is always 
fair—for advertising.” And it 
contained a copy of the Sunday 
Pictorial. 

Hullo, what’s the tie-up here? 
was the immediate question. 

Inquiries at the Pic revealed 
that 100 quire of the September 2 
issue had been bought by the 
Hamburg paper. 

Hugh Cudlipp, .editorial direc- 
tor of the Mirror Group said: 
“I commend the German pub- 
lishers on their enterprise. Pre- 
sumably they are demonstrating 
in Germany the enormous adver- 
tising power of a popular Sun- 
day newspaper. There is, of 
course, no financial association 
of any sort between the two com- 
panies. Herr Axel Springer has 
made a close study of British 
newspapers just as we in this 
country study what is happening 
in the mewspaper industry 

throughout the world.” 


HICH is the largest advertis- 
ing agency in the USA? An 
answer to this intriguing question 
is given in Space and Time, the 
American trade publication. It 
names McCann- Erickson as 


TALKING POINTS 


SEPTEMBER 14, 1956 


“La-de-dum-dum-dum... 


da-da-Gomeans . 
being “in all probability” the MEMO TO IPA 
No. 1 Agency, with annual 


billing of 215,000,000 dollars for 
American clients and 40,000,000 
dollars for foreign clients. 

In London, by the way, 
McCann’s are moving to the City 
—a new, seven-storey building in 
Fetter Lane. 

A handout says they are the 
first major advertising agency to 
break away from Mayfair, which 
since the late ‘20s has been the 
home of big-time advertising. 
Until then the City was the tradi- 
tional headquarters of the pro- 
fession and McCann's, who are 
now returning, were in fact one 
of the first big agencies to go 
West. 

Now the question is posed: 
Will the McCann-Erickson break 
start a trek to the City? 


TOMORROWS TOPICS 


®@ Advertising agents are pressing 
for a vigorous campaign this 
autumn to persuade over 1,400 
trade and technical journals 
which do not publish ABC 
figures to join the Bureau. A 
strongly-worded leaflet is pro- 
posed for mailing to publishers. 


@ Despite the delay in reporting 
progress on a May Conference 
suggestion, the Advertising As- 
sociation is still actively con- 
sidering the possibility of hold- 
ing an export advertising con- 
ference early next year. 


® Commercial television contrac- 
tors are optimistic about winter 


revenue prospects. One reports 
only a minute or two left on 


means happy motoring . 


N an advertisement for Carpet 
Fortnight on the front cover 

of Furnishing World, a managing 
director is receiving assurances 
that his company’s publicity plans 
are all set. And the advertising 
manager is ticking his check list. 
Top two items are: 


Book our own advertising. 
Order from British Carpets 
Promotion Council: Ad De- 
signs ( free). 


HAPPY DAYS ARE 
HERE AGAIN? 


N less than four columns of 
editorial in a Do-It-Yourself 
feature in the News Chronicle on 
Tuesday about 40 branded pro- 
ducts were named. 


Sundays; another claims the 
biggest single booking yet for 
weekday transmission. 
@The battle for bread sales 
which will follow the abolition 
of the subsidy system at the 
end of the month is being pre- 
ceded by intense behind-the- 
scenes activity. More bakers 
than ever before will be using 
the columns of local news- 
papers to advertise the value of 
subsidy-free bread. 
@ Several national newspapers 
are planning extensive use of 
commercial TV this winter in 
a big circulation battle which is 
developing. 


ROUND TABLE 


445, STRAND, LONDON, W.C.2 
COVent Garden 0755 
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What goes into 5,000,000 ? 


One thing that can is your advertising message. It can 
go into 5,000,000 intelligent minds—5,000,000 minds 
belonging to people who will read what you have to say. 
The way in is through The Reader’s Digest. 

Why do the men and women who enjoy this magazine 
each month provide such a productive market? One 
reason is that they are comfortably above the average in 
income—over a million of our readers own their own 
houses, and nearly a million have motor-cars. Well over 
two million of them are women, with the household 
spending responsibilities that this implies. 

But more important still is our readers’ character. The 
Reader's Digest deliberately sets out to please people 
with inquiring minds, receptive to new ideas. Its pheno- 
menal success—over a million sale in Britain, a world 


sale of over eighteen million—is the measure of the op- 
portunity it offers to the advertiser. Its readers really 
read it—pick up each issue many times as they browse 
through its articles. There is ample evidence that they 
read the advertisements, too. And they are exactly the 
kind of people, better informed than most, whose 
example is apt to influence their friends. 

It is because of the character of its readers and their 
pleasure in reading it that The Reader's Digest is one of 
the great advertising media of Britain. 


OVERSEAS International editions, 27 of them, cover 
key export markets. The British exporter can book space in 
London and, usually, pay in sterling. 


NO WONDER IT’S CALLED 
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PUBLIC RELATIONS 


Give-away paper aids 


self-service sales 


BY A SPECIAL CORRESPONDENT 


A NEW approach in public 
relations has just com- 
pleted its first year of opera- 
tion. The approach takes the 
form of a full-scale monthly 
newspaper, the Supermarket 
Times, given away to those 
who shop in. the various 
Premier Supermarket areas. 

This is part of the progressive 
sales policy of Premier Super- 
markets Ltd., through their pub- 
lic relations advisers, Marketing 
Consultants Ltd.. under the 
direction of John Wilder. 

In just a year this new venture 
bas far exceeded the aims and 
hopes of those who launched it. 
Apart from being of general 
interest the paper was a ready 
made public relations medium 
for those products sold in the 
Premier Supermarkets—a fact 
that public relations officers were 
slow to appreciate in the earlier 
stages. Now, after 12 months of 
continuous approach, they are 
finding it a boon. 


Accepting the ads 


Partly to offset the printing and 
roduction costs of the origina! 
our pages it was decided to 

accept advertising from food 
suppliers. 

The first print order was for 
20,000 copies and these were 
distributed to customers in the 
Premier Supermarket area of 
Richmond. The main editorial 
content of this, the first paper 
of its kind in this country, was 
planned to have the widest and 
most general appeal to the 
housewife and her family. 


A consistently high standard 
of journalism embraces fashion. 
beauty, books, films, plays, 
gardening, children’s interests. 
competitions and articles about 
the products sold in the Premier 
Supermarkets. Today, Super- 
market Times is an eight-page 
newspaper with an 80,000 circu- 
lation that this month increases 
to 100,000. Plans are in hand to 
increase the quantity to half a 
million. 


The contributors are all well 
known in their own particular 
fields. In fact, the first fashion 
editress now holds a similar posi- 
tion on the Sunday Times. The 
value of the paper as an adver- 
tising medium is now fully 
recognised by suppliers and new 
advertising contracts are being 
constantly negotiated. 

As a result of the success, a 
promise made to advertisers at 
the outset has been fulfilled and 
advertising rates have been con- 
siderably reduced—quite an un- 
usual step these days but one 
that has been readily appreciated. 

An added advantage to adver- 
tisers taking a series of 12 in- 
sertions is the offer of free 
poster space for their publicity 
material in the leading Premier 

Supermarkets. 

There are Premier Super- 
markets today in Richmond, 
Eltham, Streatham, Earls Court, 
Chingford, Maidenhead, Read- 
ing, Uxbridge, Edgware and Wim- 
bledon. More are on the way in 


; 
House Contes 


Harrow, Kingston and Wembley. 
The Supermarket Times is de- 
livered to all these places, and its 
popularity can be measured in 
various ways, not the least being 
the Jarge number of entries in the 
monthly competitions—one for 
adults and another for children. 

In this connection a_ highly 
successful contest was run in con- 
junction with the Bacon Informa- 
tion Council. For correctly nam- 
ing 18 cuts of bacon, seven house- 
wives were each presented with a 
whole gammon by dance band 
singer Lita Roza at a special 
ceremony held at the Richmond 
Supermarket. At the same time, 
an official of the Good House- 
keeping Institute gave demonstra- 
tions of the correct way to cut 
and prepare bacon. A large and 
interested crowd was present. 

In addition to these competi- 
tions sponsored by Supermarket 
Times in conjunction with manu- 
facturers, the paper carries also 
details of nation-wide events. For 
example, in the recent Lifeguard 


The Lifeguard disinfectant contest was heavily publicised in “Super- 


market Times.” Two winners are here receiving their prizes. 
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To celebrate the first birthday of 
the “Supermarket Times,” John 
Wilder, editor (left), receives a 
cake from P. Galvani, managing 
director of Supermarkets Ltd. 


“Win a House” contest two 
Supermarket Times readers were 
among the 120 prize winners. 
Their prizes—a Hoover washing 
machine and a Hoover steam 
iron—were presented to them on 
the premises of the Uxbridge 
Supermarket. 

Tied up with this ceremony 


The latest development in this 
close link between shoppers and 
suppliers has been the “Premier 
High Spots” feature which occu- 
pies the whole of the third page. 
In this, Mrs. Mary Jackson, a 
typical housewife, writes a chatty 
monthly article giving hints and 
suggestions which, to a great 
extent, tie up with a series of 
advertisements on the same page. 
In the Supermarkets themselves 
are special displays highlight- 
ing products “As advertised in 
the Supermarket Times.” 

Another recent move was the 
formation of the “Young Adven- 
turers Society,” and any child can 
join by producing a recent bill of 


purchase in a Premier Super- 
market. 
Each month competitions are 


set for the children, and the 
winners are given prizes or 
taken on trips to places of 
interest such as the zoo or a 
film studio. Each member is 
given a copy of the BP Super 
Code — an ingenious device 
which codes and decodes 


“secret” messages. 

Thus this ambitiously produced 
monthly newspaper, with its staff 
of professional journalists, is all 
the time proving itself a valuable 
means of helping the rapid 
growth and success of the Premier 
Supermarkets’ organisation and 
increasing the sales of suppliers 
who take advantage of the many 
facilities this paper has to offer. 


Publicitas is the leading and largest adver- 
tising organisation with 50 branch offices. 
General information and 

exact estimates are supplied free and 
without obligation to you. 

Write to our fully equipped 

Foreign Department, 

15, Rue Centrale, Lausanne. 
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A technical authority 
and leader in its field 
for over 30 years. 


WIRELESS 
ENGINEER 


“RADIO ENGINEER 
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JANUARY 1957 —a powerful new sales force reaching 
the world’s electronics and radio industries and their suppliers 


On 5 January WiIRELEss ENGINEER gets a new title, style 
and format ; 40% more editorial content and an increased 
world circulation guaranteed at 7,000. 

Its new title ELectronic & RADIO ENGINEER indicates its 
greater influence and wider appeal. More than ever it 
will be the leading source of information for all concerned 
with the design, development, production and industrial 
applications of electronic and radio apparatus including 
automation. 

Here is a powerful new sales medium, backed by 33 years’ 
experience, and designed to carry your advertising more 
effectively and economically to the world’s executives, 
engineers and buyers. Ensure that ELecrronic & RADIO 
ENGINEER figures prominently in your 1957 appropriation. 


Meeting the latest industrial needs 
with an authority based on over 


30 years’ experience. 


LIFFE & SONS, LTD., DORSET HOUSE, STAMFORD STREET, LONDON, S.E,!. 


ECONOMICAL COVERAGE 


SPACE 


TYPE ' 
AREA INSERTION 
DEP. Wid. 


n 


6 
INSERTIONS INSERTIONS 


WHOLE PAGE 


HALF PAGE (ACROSS) 
HALF PAGE (UPRIGHT) 


QUARTER PAGE 
EIGHTH PAGE 


PER INSERTION 
£38. 0.0 £35. 0.0 


£20.10.0 £19. 0.0 
£20100 £19. 0.0 
£11. 0.0 £10. 5.0 
£6.5.0 £5.15.0 


10°x7” 
45°x7" 
10°x3}" 
47°x31" 
2 "x34" 


£32. 0.0 
£17.10.0 
£17.10.0 
£9.10.0 
£5. 5.0 


PUBLISHED MONTHLY 
First issue 5 JAN... Press date 10 DEC 


ELECTRONIC & 
‘RADIO ENGINEER 
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You cant net more for your 


HARRIS KAMLISH, ADVERTISEMENT DIRECTOR, ODHAMS PRESS LTD. 96, LONG ACRE, LONDON, W.C.2 
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JOHN BULL nets more reading 
time than any other general 
colourgravure weekly 


This fact alone makes JOHN BULL an 
excellent investment for your advertising 
expenditure. But when in the field of general 
colourgravure weeklies you net, in addition, 
the lowest monotone cost per 1,000, the highest 
weekly net sale, the greatest home-delivered 
sales, a magazine read with more attention and 
confidence, a magazine that consistently 
publishes Britain’s finest writing —JOHN 
BULL then emerges as one of the finest 
investments in advertising in the country. 


*Average time spent reading JOHN BULL-74 minutes 


money! JOHN BULL 


A.B.C. WEEKLY NET SALES JAN.-JUNE, 1956-1,098,811 
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gy person who first made 
the great discovery that 
this is a woman's world was 
undoubtedly an advertising 
man. Others took up his idea, 
and now those fanatics for 
fact—the statisticians—have 
brought the point home by 
stating that the female plays 
a very important role in the 
economic scheme of things. 
Consequently, with the truth 
out, we poor defenceless 
women are being wooed from 
all sides . . . and most per- 
sistently from the vast 
advertising army. 

This has made us wary of the 
advertisers’ overtures. 

What every advertising man 
should remember is that all 
women like their wooing to be 
done subtly. A poster, or page 
spread, that shouts at them to DO 
SOMETHING about their men, 
or their houses, or their bad skins, 
give a woman a horrible guilt 
complex about the way she 
treats/neglects her men, her 
house, etc., etc. 

It is not a case of the bigger 
the advertisement the better the 
result. 

An example of this is that, 
perversely perhaps, I will strain 
my eyes to read the little white 
“ Reserve ” slips on underground 
hoardings but will relatively 
ignore a large 10-foot poster. 
Although many a woman's 
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This is the first of a series of articles by one 
of those people—a housewife—at 


which so many campaigns are aimed 


A woman’s eye view 
of current ads 


horizon may not stretch far 
beyond her front door, she is, all 
the same, intensely interested in 
what goes on outside and she 
would like her advertisements to 
contain fact as well as fancy. 

The vast majority of women, 
I suspect, like their advertisements 
to be smart but not “cute.” The 
current Idris, Lemon Hart Rum 
and London Transport items are 
smart and frequently eye-catch- 
ing. On the other hand, the 
latest Stork poster (a smugly coy 
Storklet having its head patted) 
is “cute” and—to me—dquite 
nauseating. 

It is important for advertising 
men to realise that a woman re- 
sents any implication in adver- 
tisements that housewifery is 


CHATHAM 


OBSERVER 


something any fool can do. The 


words “quick” and “easy” should 
certainly appear . . . but not too 
often. The copy should be help- 
ful, informative and sincere. We 
can tell immediately if it is at all 
tongue-in-cheek or over-enthusias- 
tic. 

Again, every woman reads 
and absorbs advice on how to 
get, keep or retrieve her man, 
but to have the whole strategy 
brought down to “bad breath” 
or body odour level is an insult 
to her prowess as a catcher or 
keeper. For my part, I much 
dislike seeing pictures of dis- 
consolate looking girls who 
have failed to heed the awful 
warning about evil smells. 
Because women love to read 

gossip columns and _ love-lorn 
letters and to keep abreast with 
the romances and marriages of 
celebrities, the advertisement with 
a “human” or “personality” touch 
will always go down well. These 
effects are used to advantage for 
car, furniture, or cosmetic items 
but nor with kitchen equipment. 


Place of stars 


Seeing a glamorous starlet coo- 
ing over the latest cooker effects 
me in the same way as does 
squeaky chalk on a blackboard. 
I am delighted to find that Doris 
Day and I use the same soap and 
that famous folk use my kind of 
notepaper but if I see some un- 
real looking creature ecstasising 
over an egg beater or something 
of that kind, I just do not give it 
a second look. 

I am sure it is hard for the 
household equipment account 
man to find a happy medium, 
but all I know is that there must 


be someone—or something— 
existing mid-way between the 
ethereal and the downright 


earthy. 


Ignoring the war 


We have long become resigned 
to the “washing-powder war,” 
and I believe that many house- 
wives have stayed loyal to their 
Original brands simply because 
they did not want to take sides 
in what has always appeared to 
be a private feud between the 
manufacturers, 

In the same way we have 
grown resigned to the words 
“completely new.” They mean 

very little now. New tooth- 
pastes that have weird-sound- 


By FEMINA 


Ann de Gale tells you 


Why 


merican 
omen 


are the most 


| \pilt 


MERICAN Women are pampered 
and petted. They revel in the 
sure grip they have on the 
American male's affections. 

And they leave nothing to chance 
They've made a fine art of hunting 
—and holding—their men. Vital 
to their scheme of things is that 
devastating ‘all-Amencan’ smile 
That's why sparkling teeth are a 
must’ and any new dental beauty 
aid is eagerly tried out 

In this beauty-wise “woman's 

world” they know a gow" “ing 
Th - 


| tor 


The Americanisation of this ad- 

vertisement is resented by Femina 

. who has other things to say 
about it as well. 
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ing contents fail to impress. 
One gets the feeling that the 
paste has contained these things 
all along, but that the advertis- 
ing men are only giving out the 
qualities little by little, in order 
to make it appear more tempt- 


@ Continued on page 24 
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That is the daily volume 
of samples and literature 
now being distributed for 
advertisers, by hand, by 
Circular Distributors. 

For certain commodities, 
house to house distribution 
of samples, coupons or 
literature is one of the most 
productive forms of 
advertising. Circular 
Distributors have 905 
teams of 5 people each, 
covering between them every 
town in the country. If 
you would like to know 
more about their services, 
contact 


CIRCULAR 


DISTRIBUTORS 
LIMITED 


54 Great Marlborough Street, London, W.1 


GERrard 0068 
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: Advertising 

| Manager: 
“That Direct Mail 
me = =—scheme of yours 
has ie approved by the Board, 


so now it’s up to you.” 


Simmonds’ 


Representative: 


‘Fine. I think the 


enquiries will 
surprise you. This 
is just the 

send-off you need 
for your 


new campaign.” 


POSTAL PUBLICITY LIMITED 


82-64 PECKHAM RYE, LONDON, S.E.I5 


Tel: New Cross 0331/3 
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The woman’s 
viewpoint —<o- 


There is, in my view. a similar 
lack of trust shown by the house- 
wife for coupons. Regularly our 
door mat is turned into a sea of 
leaflets and coupons which tell 
me to “Keep this and save 4d.”, 
or “Collect five of these and get 
a lovely hand towel.” Firstly, 
there is a feeling that there must 
be something phoney about a 
reduction of this kind. Hence the 
sentiments: “The packet must 
surely be smaller” or, “Why not 
reduce the price permanently 
instead of sending out millions of 
coupons. ..."’ Secondly, we are 
now accustomed to much more 
| glamorous offers . . . cars, tele- 
vision sets, yachting holidays and 

other luxuries. We have become 

rather blasé about pennies. 


Appreciation of guarantee 


approval” and guarantee tags are 
always and everywhere appreci- 
ated by housewives. For my own 
part, I trek for miles to find a 
shop that stocks my Good House- 
| keeping- guaranteed margarine 

| and am far more likely to try a 

| recipe or gadget that has been 

| tested—even if the tester’s name 
| is completely unknown to me! 

I would like to see more: 

@ Men’s wear advertisements 

in women’s magazines 

(so far we have only been 

| treated to a zip item). To- 

day’s wife, if she does not 
actually accompany her hus- 
band on his shopping spree, 
certainly suggests what and 
where he should buy. 

@ Travel agents’ advertisements 
linked up with fashion or 
other women’s interest 
articles. Again, the woman 
generally has the last word 
on where to spend a holiday. 

@ Prices on every food adver- 
tisement. It gives a woman 

} a chance to compare prices 

as well as to “class” the 

product. 

@ Recipes at the foot of food 
advertisements. I like the 
current butter item for this 
reason—and also because the 
food is recognisable. The 
butter really looks like 
butter. 

® Co-operation between adver- 
tisers and their retailers. I 
am tired of being fobbed off 
by an apathetic salesman 
who has no desire to describe 
different brands and gets rid 
of me by saying: “These 
people are always very bad 
about leaflets, but I might be 
able to get them to send you 
one, 

I could do without these: 

@Strip advertisements with 
horrific dialogue and a 
“cute” conclusion. 

@ Underground (lift or train) 

advertisements that confront 

one with the more intimate 
requirements such as bras 


| On the other hand, “seals of 
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and various hygienic helps 
which should be confined to 
women’s magazines. Esca- 
lator advertisements I do not 
mind so much—at least | 
am moving past them all the 
time. 

@ Fear advertisements. The 
“Cholesterol horrors” (well 
hammered by Copytaster, 
ADVERTISER'S WEEKLY, June 
15, page 22) put out by the 
trawler people was the very 
end of the line in this genre. 
The last few lines read “You 
feel pain and shock. The 
heart muscle is starved of 
blood . . . very suddenly. and 
with no warning..." 

I think that advertisements dis 
guised as editorials are good pro- 
vided they are not done too often 

or on too large a scale such as 
the recent Fynnon Salt specimen 
Their half page spreads are far 
more convincing than their “big 
splash” tricks. 

The current “Less” toothpaste 
advertisement could easily have 
been a lot better, in my opinion. 

To begin with, I resent the 
“Americanisation.” Why should 
we follow American trends like 
so many hypnotised sheep. I am 
sure all housewives are more 
likely to choose a product with 
the “Made in England” label. 
But if it is American then keep 
that fact rather dark. 


Those ‘wonder’ ingredients 


Secondly, like many another 
toothpaste before it, “Less” has 
a “wonder ingredient”—as un- 
pronounceable as all the others 
and equally obscure as to actual 
functions and composition. In 
this connection, the Gleem cam- 
paign, although falling into the 
same trap, at least keeps the 
“wonder ingredient” on an easy- 
to-remember level . . GL-70 
sounds far better. 

It is the “70” that does it—we 
have become so used to Parker 
Sis, A.40s and so on. 

Thirdly, the complicated advice 
in dark type at the foot of the 
advertisement. We are “dared” 
to use “Less,” with almost a 
guarantee from Anne de Gale 
that we will be ravished by some 
wily wolf the moment we slip the 
brush back into the tooth mug— 
surely no incentive to any buyer. 
over the age of 18! 

In case you think I am exag- 
gerating here are the relevant 
words : 

“Want to keep the wolves at 
bay? Then heed this warning. 
Don’t use ‘Less.’ If you're 
the daring type, try some—but 
don’t blame me!” 

Finally, and to speak generally, 
if a woman feels that the adver- 
tisement she reads is addressed 
to her, and especially if the facts 
are of interest and contain some- 
thing she is seeking, she will 
probably buy the product. Most 
of us like to settle down and read 
the magazine from cover to 
cover. But the advertisements 
should never make her feel that 
she is wasting time by reading 
them. 
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ITHIN the first seven 

months of the current 
year imports into Ireland were 
down by almost £7 million 
compared with the correspond- 
ing period of last year, but the 
official squeeze to cut down 
imports was only in force for 
the last month of that period. 

Since that time the squeeze has 
been tightened still further, but 
so far the reaction on advertising 
has been comparatively slight. 
The head of one major agency 
told me recently that up to the 
end of July business was on a 
par with last year. He had 
noticed a slight slackening since 
that time but this, he felt, was 
partly seasonal and although it 
was probable that any long con- 
tinued squeeze would have some 
effect on the volume of advertis- 
ing he did not consider that this 
would be very serious. 

The attitude appears to be 
that the advertisers whose sales 
are likely to be cut by increased 
prices will seek to maintain 
their position in the market to 
take advantage of the position 
when the squeeze is relaxed. 
There are, however, no signs of 
this relaxation and informed 
financial sources suggest that 
the period may be 12 to 18 
months. 

Outdoor advertising is still 
increasing, particularly on solus 
sites, but there is a likelihood 
that new legislation, which is in 
contemplation to safeguard both 
ownership and development of 
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DUBLIN NEWSLETTER 


From Edward F. MacSweeney 


Slight influence on ads 
by official ‘squeeze’ 


beauty spots throughout the 
country, will include some new 
restrictions against the introduc- 
tion of advertising sites in or 
near specified areas. 

Signs painted on the walls of 
houses have also come in for 
criticism recently and one major 
local authority in the Dublin area 
is reviewing the position locally 
with a view to introducing by- 
laws for control of this form of 
advertising. Whether any action 
will develop is problematical 
because other local authorities 
have been discussing—at intervals 
for some years—the banning of 
loud-speaker cars for advertising 
purposes. They are still in use. 

Incidentally a car-hire firm has 
protested because they have been 
refused the use of two hoardings 
at the Westland Row railway 


terminus in Dublin on the 
grounds that they are competing 
against public transport. 


Economy hits display 


THERE WAS a falling-off in new 
display work at the Royal Dublin 
Society’s Horse Show—generally 
regarded as an important shop 
window. One display artist, who 
is usually inundated with new 
stand work for the spring and 
horse shows, reported that not 
only was new business below 
normal but the overall attitude 
was “We'll make do.” Most of 
the stands at the RDS are of a 
permanent and semi-permanent 
character. 


One impression from the 
show was the continued low 
average of staff training given 
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to personnel engaged on the 
stands; this correspondent 
noted a number of vpportuni- 
ties of missed contacts through 
conversations between repre- 
sentatives on adjacent stands 
while a_ potential customer 
lingered ; and at other stands 
magazines and newspapers 
seemed to be more important 
to the staff than contact with 
the public. 

This is not really new at the 
shows, but its continuance is a 
source of surprise when attend- 
ance at retail distribution, sales 
and publicity courses is at a high 
level. Advertisers who complain 
of comparatively poor return 
from their participation at the 
events should pay more attention 
to their staffing. 

= oe * 

INSTITUTIONAL ADVERTISING has 
never been in much favour with 
Irish advertisers—many are, per- 
haps, too new to advertising to 
appreciate its value ; most indus- 
trialists favour the direct ap- 
proach. 

However, the Irish Hospitals’ 
Trust lately sponsored some par- 
ticularly dignified “Safety First” 
advertisements for the new Road 
Courtesy Club which have con- 
tained admirable points. Any 
criticism of them must be con- 
fined to the fact that the amount 
of reading matter is more than 
the average reader is inclined to 
accept in an advertisement. As 
an example to other advertisers 
that the indirect approach is 
worth examination they are fine. 


re 


...a great deal of your Production 
work, such as preparing negatives for 
plate-making and blockmaking . 

This precision-built optical instru- 
ment (camera, enlarger, copier, visual 
aid in one) will, in fact, revolutionize 


... most of the teasing tasks that make 
life difficult for the harassed Art 
Director ; jobs that must be done at 
once but cannot be rushed; jobs that 
call for a skilled man when only a 
junior is available. Layouts and adap- 
tations, ‘stats’ on demand, accurate 
photocopies, enlargements and reduc- 
tions—the Grant will take care of them 


64978). 


your timetable, enable you to get 
through more work in less time, with 
better results, and to allocate confident- 
ly to assistants duties you now feel 
compelled to perform in person. 

You owe it to yourself, to your 
ambitious staff and to your clients to 
test the astonishing range of this 
versatile machine. Why not ask for a 
demonstration ? GRANT PRODUCTION 
CO. LTD., 4 Rathbone Place, London, 
W.1 (Museum 8717), 47 Cornwall 
Street, Birmingham, 3 (Central 4131) 
and 7 Little Park Street, 
Coventry (Coventry 


The NEW dual-purpose Grant showing 
extra lamps in operation 
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facts you cant 
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a According to the latest ABC figures, the average daily net sale of the News 
Chronicle for the period January to June 1956 was 188,660 up on the same period last year. 
This was the greatest increase of any national daily. 

b According to the Hulton Survey, 45% of all News Chronicle readers who are heads of 
households own their own houses. This is the greatest percentage of house owners amongst 
all popular dailies. 

c The News Chronicle carries more financial advertising than any other popular 
daily. If News Chronicle readers can afford to invest, News Chronicle readers can 


afford to buy, and News Chronicle readership is increasing steadily all the time. 


MAHO0D 


And if you want to know how 
economical it is to adver- 
tise in the News Chronicle 
ring William Memory 
Advertisement Directo 


FLEET STREET 5000 
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PRINTERS 


/ 


produce the 


sort of print 


your competitors 


will envy. 


W-R- ROYLE & SON LTD. 


one of the better printers 


LUDGATE SQUARE - LONDON - E-C-4 


City 6480 


Se 
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THE CHANGING MARKET: Reading 
and spending habits have undergone 
marked change since the war. This 


special survey outlines the present 
position and notes certain trends 


Prospect ahead for books, 


newspapers and magazines 


By -ADVERTISER’S WEEKLY’ MARKET 


URING the most recent 
year for which detailed 
figures have been published, 
1954, total consumers’ expendi- 
ture on books, newspapers and 
magazines was £179 million. 
Last year’s expenditure has 
been put at £185 million, while 
in 1938 it was only £64 million. 
Current spending is about 25 
per cent of the total spent on 
cigarettes, between 25 and 20 per 
cent of the total expenditure on 
alcoholic drink, and roughly 
equivalent to expenditure on 
total entertainments. These 
figures give some idea of the 
position occupied by the group 
at the present time in the con- 
sumer’s scale of preferences. 

To make comparisons with 
1938 and other pre-war years 
would be misleading, as apart 
from the changes induced by and 
arising from the war years, 
another generation has grown up 
with different tastes, different 
habits and different social 
surroundings. 

Initially, the most important 
guide to the experience of renal 
times is the National Income & 


| Expenditure Blue Book. 


Expenditure per person 


This shows that roughly 
14 per cent of total expenditure 
is devoted to books, newspapers 
and magazines—about 74s. per 
head per year of the population 
of the United Kingdom. While 
the share of books and magazines 
has declined since 1948, that of 
newspapers has increased. How- 


RESEARCH TEAM 


ever, expenditure at current 
market prices is not the whole 
story, because during this period 
prices of all three have risen, 
although not in the same ratio. 
Compared with 1948, the prices 
of books had increased by 1954 
by 14 per cent, of newspapers by 
51 per cent, and of magazines 
by 41 per cent. And from the 
figures for the price increases it 
is possible to judge the changes 
in consumption by volume. An 
accompanying table indicates the 
changes in consumption by 
volume between 1948 and 1954. 
expressed in the form of an index 
with 1948= 100. 

The figures are interesting for 
many reasons. 

a rise in price of 14 
per cent (on average), the de- 
mand for books, as reflected in 
buying, has increased. For 
newspapers, where the price in- 
crease since 1948 has been of 
the order of 50 per cent, there 
has again been an increase in 
volume. And, finally, although 
the price increase for magazines 
has been lower than for papers, 
consumption by volume has 
declined. 

It is unfortunate that detailed 
figures are not available for 1955. 
but in so far as magazines are 
concerned, the information up to 
1954 suggests that it is. highly 
unlikely that a reversal in the 
trend large enough to bring con- 
sumption back to the 1948 level 
has taken place. Bluntly speak- 
ing, while the demand for books 
has increased by about 25 per 

@ Continued on page 30 


Comparative Figures for Output of Books 


(including reprints and new editions) 


Total new titles 


| Art and architecture 


Biography ... 
Children’s books 


| Educational 
Fiction 


Poetry and drama 
Politics . - 
Religion and theology 
Sports and pastimes 
Technical handbooks 
Topography 


1937 | 1930 1984 | 1955 
ee 7 
“17,137 | 17,072 | 19,188 19,962 

230 aa | ast | 58 
789 $22 507 496 
1,597 1,543 1,966 1,756 
1.337 1370 | 1,680 1/884 
$1097 3697 | 4.204 3702 
695 622 658 

633 710 610 65! 
927 971 961 1,058 
260 451 383 433 
322 648 774 881 
139 407 360 199 
81 345 403 626 


Trade, commerce and industry 


Sewet : The Bookseller 
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Mon oncle, le grand manitou, est un homme 


MY UNCLE, THE TYCOON IS 


tres comme il faut. Mon oncle lit 


EXTREMELY PROPER. 


MY UNCLE READS 


| ’ Economist d’un air trés sévére. 


THE ECONOMIST 


WITH THE UTMOST SOLEMNITY. 


Mais écoutez! Mon oncle et l’Economist 


BUT HARK! 


MY UNCLE AND THE ECONOMIST 


se chuchotent tout le temps: 


ARE WHISPERING TO EACH OTHER ALL THE TIME: 


“Cherchez le grisbi....” 


““WHERE’S THE LOLLY ?....” 


What’s more, he and some 56,000 like him do very 
nicely. So (naturally) do The Economist’s advertisers. 


Vive le spending-power, in fact. Vive le grisbi. 


Vive 


The Economist kook ok ok 
(Dubonnets all round!) 
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Value 
for 
Money 


ADVERTISER'S WEEKLY 


There is no waste 
circulation in the sale of 
the Belfast News-Letter 


Most of the copies sold go into the hands 
of persons in the middle or higher income 
groups. Moreover, every copy is bought 
solely for its news contents (including, of 
course, pictures, comments and feature 
articles) for the Belfast News-Letter prefers 
to rely on its merits as a newspaper to 
maintain and improve its position rather 
than to engage in adventitious aids. 


It pays to advertise in an_ influential 
morning mewspaper. 


Belfast 
News-Letter 


Estd. 1737. More than a newspaper — 


an institution. 
Donegall St., 


Belfast. London. 


85 Fleet St., 


LEICESTER 
ADVERTISER 


LEICESTERSHIRES COUNTY WEEKLY 


LONDON. C.P.R. CRANE. 44 FLEET sr 


E.C.4, TEL. FLEET ST.. 6820 


BOOKS, NEWSPAPERS AND MAGAZINES 


SepTemMBerR 14, 1956 


Decline of fiction in 
book buying habits 


cent of the rise in overall con- 
sumption and whereas the de- 
mand for newspapers as a whole 
has increased by over 66 per cent 
of the increase in overall con- 
sumption, the demand for maga- 
zines has shown a drop. And 
with this background in mind, it 
is relevant to study the three 
sections of the market indivi- 
dually. 

The publishing trade makes a 
very valuable contribution to 
exports, but by so doing the 
industry has since the war become 
increasingly dependent on_ its 
export business. Moreover, while 
turnover rose by 25 per cent 
between 1950 and 1954, prices 
were also rising, and the number 
of titles increased by only 12 per 
cent. According to the report of 
an analysis of turnover based on 
the figures for 1951 and 1953, 
whereas home turnover showed a 
rise of less than five per cent 
during a period when prices rose 
by 15 per cent (the Blue Book 
shows a smaller increase), exports 
went up by as much as 25 per 
cent. 


Analysis of distribution 


Of the books published for the 
home market, no up-to-date 
analysis of the composition of 
this market is available, but the 
figures prepared for the Pub- 
lishers’ Association sample survey 
in 1953 provide an indication of 
distribution. At that time 
ordinary trade sales accounted 
for 74.9 per cent, educational 
suppliers 10.4 per cent, public 
libraries 7.2 per cent, circulating 
libraries 5.9 per cent, and book 
clubs 1.6 per cent. 

Within the aggregate figures 
for new titles there have been a 
number of interesting develop- 
ments. Of the total, fiction, 
which accounted for nearly one- 
third in 1937, has progressively 
declined until in 1955 its share 
was less than one-fifth. The 
market is also dependent on the 
demand for children’s books—a 
demand which has shown a sur- 
prisingly small increase. Educa- 
tional books (again an important 
section) have increased both in 
absolute and in relative terms, as 
also have technical handbooks 
and works on trade, commerce 
and industry. 


From an examination of the 
figures, the impression is gained 
of a steadily increasing home 
demand since 1950 for the non- 
fiction type of books, bought 
almost, it might be said. 
because they are in the “essen- 
tial” category, whereas those 
which might be regarded as 
“leisure reading” are becoming 
relatively of lesser importance. 


To attribute the latter develop- 
ment to the impact of television 
would be guesswork. Moreover 
it is questionable, from the 
evidence available regarding the 
composition of the television 
audience, whether the highest 
proportion of those at present 
watching were in the past sub- 
stantial buyers of books. 


Book buying public 


In earlier days, that undefin- 
able section of the population 
known as the middle classes were 
the main book buying class, and 
these are the people who have 
suffered much from inflation. 


Little use appears to have been 
made of market research into the 
matter, although a survey was 
carried out in March-August, 
1955, by Harrap to discover 
readers’ methods of selecting 
their books. It was disclosed 
that over 50 per cent were 
influenced by reviews (the large 
proportion by those in the 
Observer and Sunday Times is 
significant); over 20 per cent by 
publishers’ advertisements; 12 
per cent by publishers’ cata- 
logues, and 11 per cent by book- 
sellers. However, despite the 
importance of reviews, many 
books which are not reviewed 
do sell well. 


While some firms make a lot 
of money from publishing and 
many have lost money in a busi- 
ness which is highly competitive, 
there is one other important 
aspect of the changing demand. 
A correspondent in the Financial 
Times earlier this year stated 
that it is estimated that more 
than half the books sold in this 
country have paper backs. This 
is a relatively new market and 
at the moment, so it appears, 
both substantial and sound. 


@ Continued on page 32 


Index of Changes in Volume of Consumption 


(1948 100) 
Percentage 
1948 1954 increase({+) or 
| dec rease( —) 
Books Gan aoe = ft — A +3 
Newspapers 100 108 +8 
Magazines 100 88 12 


Source : 


National Income and Expenditure Blue Book. 
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ADVERTISER'S WEFAKLY 


a group of nine 


influential newspapers 


A.B.C. NET SALES 


120.911 


LONDON: E.W. PLAYER LTD., 30, FLEET ST., EC4. 


waxe your MARKET " NEWTON ABBOT — 


DEVON’S MOST PROSPEROUS* TOWN 


* The latest Board of 
Trade figures show that 
more money per head 
of population is spent in 
Newton Abbot than in 
any other town or city 
in Devon. 


ADVERTISE IN THE 
‘MID-DEVON ADVERTISER’ — 


LARGEST WEEKLY SALE IN THIS 
PROGRESSIVE AREA (A.8.c. certified) 


Contact: 


THE ADVERTISING MANAGER, 


W. HORACE BIGGS LTD., | 
73 QUEEN STREET, 


11S HIGH HOLBORN, 


NEWTON ABBOT. (Tel. 2/24) LONDON, W.C.1! (Che. 8752-3) | 


ESSEX COUNTY 


STANDARD 


SERIES 
LARGEST IN 
RURAL ESSEX 


that the Home Counties News- 
papers Group covers some of the 


most important industrial and 
agricultural areas of Beds., Herts. 
and Bucks. 


GET THE FACTS TO-DAY FROM 


WILL KITCHEN Jnr. LTD. 


WAREHOUSE 
SERVICES trp PAPERS Gh 


High Street - Wealdstone - Middx 


A.B.C. Net Sales Jan./June 140,285 


T 
LABEL PUNCHING m- ¥§ 5 5 / x RADE 
GUILLOTINE CUTTING INCH RATE 


CREASING * MACHINE FOLDING 
SHOWCARD MOUNTING 
BOOK SEWING’WIRE STITCHING 

SHOWCARD FRAMING 


Represented in London by 
WILL KITCHEN, Jnr. LTD. 
131 Fleet Sereet, E.C.4. Fleet Sc. 1960 
Head Office LUTON. Phone 5050 
Advertisement Manager: C. W. Gilder 


Telephone HARROW 0366 
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BOOKS, NEWSPAPERS AND MAGAZINES 


More effective promotion 


‘needed to lift book - sales 


There are the Penguins (re- 
garded as the pioneers), the Pan, 
the Corgi, the Fontana, and the 
Arrow, and others selling at 
prices ranging from 2s. to 3s. 6d.; 
again, the changes in social 
habits appear to be significant. 


| The buying of books to be kept 


in order to build up a library is 
no longer so prevalent. And if 
books are to be discarded after 
reading, the cheaper paper edi- 
tions are more suitable. 

At the annual conference of 
the Booksellers’ Association in 
May, a focal point of discussion 
was the need for more effective 
sales promotion. Tribute was 
paid to the work of the National 
Book League, whose plans in- 
cluded sending a _ travelling 
exhibition, housed in a van, to 
Women’s Institute branches in 
remote districts and to small 
country fairs. 

As regards the buying of 
newspapers, the relevant 
figures in the table show a rise 
in real terms of eight per cent, 
and this indicates that the 
public demand (at the prices 
ruling between 1948 and 1955) 
is relatively inelastic. Although 
theconsumption of newspapers 
has not risen to the same 
extent as consumption of all 
goods and services, the market 
prices for the latter have risen 
to a lesser degree. 

Considering the ratio is about 
two to one, the record of the 
newspaper industry is good; but 
one is tempted to suggest that at 
present prices sales of all news- 
papers are unlikely to show any 
marked expansion. And any in- 
crease in the sales of the 
nationals, of the mornings, or of 
the evenings, or of the provincial 
press, can only be at the expense 
of one of the others, or of a com- 
petitor in the same group. 


Position in provinces 


According to a recent estimate, 
one out of every three daily 
papers sold in Great Britain last 
year was published outside 
London. There are the provin- 
cial evening papers, the provincial 
mornings and apart from the 
provincial weekly press, five pro- 
vincial Sunday papers. 

Competition is greater for the 
morning papers and, as compared 
with the immediate pre-war and 
post-war years, they are fewer in 
number ; the evening papers are 
not open to the same degree of 
competition from the London 
evening papers and, according to 
a report, total circulation is some 
six per cent higher than in 1947. 

As with some of the provincial 
dailies, a number of weekly 
papers has stopped publication 
or amalgamated since the war 
years. Hence, with an increase 
in circulation for newspapers of 
all types since 1948. the lower in- 


crease recorded for provincial 
evenings and the disappearance 
of some dailies and weeklies 
suggest that the major advance 
has been on the part of the 
national dailies and London 
evenings. 

Finally, the record of maga- 
zines which, since 1948, with an 
average increase in price of just 
over 40 per cent, has shown a 
fall in volume consumption of 
about 12 per cent. 

The experience of individual 
magazines is not uniform; the 
circulations of some have risen, 
of others are fairly stationary, 
while the circulations of some 
have fallen. And the introduc- 
tion of completely new magazines 
with circulations which have 
grown to large figures indicates, 
according to the Blue Book, that 
the buying of some magazines has 
declined considerably or even 
stopped. 

The conclusions would ap- 

pear to be that for a 

caters for a_ special 
market the demand has re- 
mained strong and has often 
increased. And “special mar- 
ket” in this context implies 
something of the nature of the 
market for the “Economist” 


nature ; the market for maga- 
zines devoted, for example, to 
home furnishings (which has 
been buttressed by the large 
number of new houses built in 
recent years) or to features of 
interest to women; and the 

market for weeklies with a 

mass appeal. 

To sum up, the market for 
newspapers at the prices ruling 
since 1948 appears relatively 
buoyant. Total consumption in 
money and real terms has in- 
creased, although it appears likely 
that for the market as a whole 
the prospect of a further expan- 
sion to any marked extent is un- 
likely. 

Within the range of newspapers 
the large advances have been in 
the national press. For books, 
which may perhaps be described 
as marginal items, consumption 
by value and by volume has ex- 
panded, although the composi- 
tion of the market has changed 
with paper-backed books becom- 
ing of great importance and the 
former buyers less well placed 
financially. 

Turning to magazines, it is a 
truism to say that to succeed, a 
magazine must be good and have 
a special appeal, but today the 
truism cannot be emphasised too 
strongly. The aim must be at a 
special market—whether it be the 
market for which the “Reveilles’ 
cater, for women, for home 
owners, or for country people. 
Otherwise, the chances of ex- 
panding circulations are slender. 
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Over 100 cinemas under contract 
in Singapore, Malaya, British 
North Borneo, Sarawak and Brunei 


The Pearl & Dean pioneers have been 
busy again. This time unravelling the 
mysteries of the mystic East and 
clearing the way for British Export 
Trade. Following an agreement with 

the Shaw Brothers’ circuit of cinemas, 
and a number of leading independents, 
Pearl & Dean will (from January Ist, 
1957) be able to offer advertisers over 

100 cinemas throughout these Far 
Eastern territories. 

The many extraordinary problems 
facing British Exporters in these 
potentially rich markets, are best 
answered through the medium of the 
cinema screen. For the screen speaks 

an international language full of colour, 
movement and sound—a language that 
is clearly understood, even by people 
who never went to school! 

A new company—Pear! & Dean (Asia) 
Ltd., with headquarters in Singapore— 
will be looking after British interests 
and ensuring British standards of 
exhibition—filmlets, as well as 
half-minute, one-minute and 
two-minute films. 


If you want to make sure of reaching 
11,000,000 customers in these territories, 
phone Pearl & Dean (Overseas) Ltd.— 

MAYfair 7494. 


(Overseas) Ltd., 17 Berkeley Street, W.1. 


SELL ROUND THE WORLD 
ON THE CINEMA SCREEN 
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OUT DECEMBER Ist 


SEPTEMBER 14, 1956 


RAINWEAR—a luxury magazine of the rainwe 
and waterproof clothing industry directed 
specialist rainwear shops and departments 
stores in the home and export ficids 


DOMESTIC HEATING—tfor architects, estat 
developers and housing authorities, coverir 
latest developments in solid fuel, ga 
electricity and liquid fuel 


WOOLSHOP AND BABY LINEN STORE 
giving the latest news in fingering yarr 
accessories and babywear directed to th 
thousands of specialist shops and depart 
mental stores covering these spheres 
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Rate Cards, Specimen Covers and full information from the 
GROUP ADVERTISEMENT DIRECTOR 
MUSSON TRADE PRESS LTD., 478 FULHAM BROADWAY, LONDON, S.W.6. 
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LEADING 
TRADE 
JOURNALS 


The Cap 
with a 


| difference 
Fig 
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pe 
on one piece from pliable felt 
head ike a hat 


@RISTY & CO. LTD. 10 LOWER JAMES STREET, LONDON, W.) 
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Trade and Technical Press 
ANNUAL SURVEY 


Trade and industry are finding 


business conditions ever more 


difficult. 
lighten the tasks 


The Specialised Press can 


A press with added power 
in hard-selling times 


By A SPECIAL CORRESPONDENT 


HE space buyer's second 

secretary smiled. Perhaps 
| would like to go and see the 
client? The assistant advertis- 
ing manager smiled, too. “No 
point in advertising, old boy. 
We are absolutely sold out.” 


It is the proverbial situation. 
We all know the answer and have 
given it often enough. But that 
answer then was not nearly so 
effective as the proof now. 


With the Credit Squeeze in full 
contraction, manufacturers who 
prepared for this testing time are 
reaping a just reward. Their 
expenditure on trade and tech- 
nical press advertising at a time 
when they could have sold all 
they could make without it is 
now paying off. Paying off in 
goodwill, in live accounts, in 
more and better display at the 
point of sale and in lower selling 
costs. 


Conversion of sceptics 


The less provident who scoffed 
in the old lush days are beginning 
to see the value of the selective 
readership offered by trade and 
technical journals. They -are 
learning fast that the high stand- 
ing enjoyed by these journals 
among their readers is a big sales 
factor on their behalf. 


As times get more difficult— 
and few believe that they will 
not—trade and technical jour- 
nals will come more and more 
into their own. 


Not only among advertisers 
who can no longer afford to 
force distribution of products by 
creating a consumer demand, but 
also among readers who look 
more and more to the journal 
they have come to take for 
granted for help in overcoming 


the trade hurdles being put in 
their way. 

Here lies a challenge to the 
trade and technical press. Can 
it live up to the confidence 
being placed in it? 

Let us look at some of the 
problems that face this oddly 
assorted group of journals that 
regard themselves more as a part 
of the trade or industry they 
serve than of the publishing busi- 
ness. 


Problem of costs 


The biggest worry for them all 
is, of course, the rising spiral of 
production costs. Because circu- 
lations in this field are of neces- 
sity low (low in comparison to 
consumer publications, that is) 
publishers find it difficult to off- 
set higher printing costs. 


Their first instinct is to look 
tor ways of economising within 
their own organisation. On the 
face of it, to cut staff by one or 
two will hardly matter in the long 
run, particularly if the number 
of editorial pages offered is 
reduced at the same time. Ex- 
perience has, however, taught 
publishers that this is a highly 
dangerous economy. hitting as it 
does at the standard of service to 
the reader. 

The next move, then, is to 
examine the production of the 
journal itself for possible stream- 
lining. And this is where one 
meets a knotty problem. 

There is, indeed, a good deal 
of room for saving on produc- 
tion. If one looks at a random 
selection of trade and technical 
papers one is at once struck bv 
the apparent wasteful use of 
high-quality papers, colour print- 
ing and wrapping. Some of this 
can be justified if the journal goes 


overseas and has to make an 
impression. With journals circu- 
lating only in this country there 
is no such excuse. 


Why, then, do _ publishers 
persist? 
The main reason is that many 


advertisers still assess a pub- 

lication on its appearance. 

Publishers have come to feel 

that lushness is a yardstick of 

prosperity. 

The remedy lies in part with 
the publishers themselves. They 
should be prepared to give adver- 
tisets information on which to 
base a more logical judgment. 
There has been a welcome sign in 
this direction recently. 


But advertising agents and 
advertisers also contribute to this 
attitude. It has become almost 
routine with some to ring up a 

paper to complain (and try for a 
reduction) if the printed adver- 
tisement does not in all respects 
come up to the standards of the 
blockmaker’s art pull. 


Specification of areas 


Standardisation can go some 
way towards solving the problem. 
The Incorporated Society of 
British Advertisers’ recommended 
type areas are being adopted 
more and more. What a pity 
that page areas are not specified 
as well. Unanimity in this parti- 
cular would save a quantity of 
trouble with bleed blocks. 


Another point of standardisa- 
tion that is now being considered 
concerns second colour. Propo- 
sals are being formulated to save 
publishers the expense of running 
various small colour sheets to 
satisfy the whim of individual ad- 
vertisers. Some already make a 
surcharge for colours other than 
red, but most regard two-page tip- 


ins for odd colours as one of the 


crosses they have to bear. It has 
been argued that if all second- 
colour advertising is in the same 
colour, the attention value of 
colour is dissipated. This is the 
basis of the case for a surcharge 
and against rigid standardisation. 

On the other hand, paper and 
printing quality cannot and will 
not be standardised. While some 
economies will be made under 
both these headings, none will be 
substantial enough to cover and 
go on covering printing price 

rises. 

Publishers are being forced 
to look for greater revenue to 
cover these additional costs. 
Advertisement and subscription 
rate increases are almost in- 
evitable, therefore. 

The degree to which advertise- 
ment rates can be justified to ad- 
vertisers (other than on a take-it- 
or-leave-it basis) depends very 
largely on the restraint with 
which subscription and selling 
price increases are put over on 
the readers. With every such in- 
crease the publisher must expect 
some drop in sales. Sometimes 
the drop is slight and the expecta- 
tion of rapid recovery high. 


Aids to business 


If it is heavy, the publisher 
must then face the fact that he is 
not meeting the challenge of 
these difficult trading times. 
These trade and technical jour- 
nals have a contribution to make 
in helping readers to run their 
businesses more efficiently. Their 
job is not just to print the tittle- 
tattle of trade news and gossip. 
They should be reporting on 
what successful firms are doing 
so that the pages become a 
stimulus to readers. 

Of course, the issue will not 
be quite so —_ cut. At the 
same time as the — increase 
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The method of publicising 
these special 
from journal to — according 
to the type o 
sought and the means at the dis- 
posal af the publisher. Direct 
@ Continued on page 38 
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The vast range of trade and technical 


journals poses serious problems of 


approach and selection for any agency 


How to use this press 
in an overall campaign 


VEN the man who con- 

considers any circulation 
less than a million to be some- 
thing approaching the parish 
magazine, has to agree that the 
trade press, at least, must figure 
in any comprehensive cam- 
paign. 

Keeping retail outlets in the 
picture makes the trade press a 
natural part of any general con- 
sumer plan. From the viewpoint 
of the industrial advertiser. how- 
ever, the trade and technical press 
assumes a far greater importance: 
and in Britain he is very well 
served by the standard and the 
range of the. t,500_ technical 
publications available. Certainly 
there are an enormous number 
of journals, and planning a sound 
and effective schedule demands 
a very great deal of careful 
thinking. 

What we mean by the trade 
press is fairly clear cut. But the 
term “Technical press” embraces 
journals of the highest profes- 
sional standing as well as publi- 
cations read by the man at the 
bench. 


Questions of definitions 


At some 


Stage, a 
of group 


titles to “Pro- 
fessional,” “Technical” and 
“Trade” press would probably 
help a better appreciation of the 
merits of the most flexible press 
advertising medium in the United 
Kingdom—a medium in which, 
one does well to remember, as 
much money is spent every year 
as is spent in the national daily 
and London evening newspapers 
combined. 

In planning any industrial 
campaign a two-pronged attack 
is normal: 

@ An appeal to the technical 
man or others who will advise 
on the merits of a product. 

@An approach to those at 
board or managerial level who 
will decide on the actual 
expenditure. 

To inform and to influence the 
first group is usually the task of 


change 


By R. H. JOWETT, 
manager, media department, Technical and 
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General Advertising Agency, Ltd. 


advertising in the technical press, 
but it is also possible to reach the 
top management of smaller indus- 
trial companies in this way 
because these men are themselves 
regular readers of the profes- 
sional and technical publications. 
Such companies collectively 
represent an enormous buying 
power which can be tapped by 
selection of the right technical 
journals. 


Changing the approach 


Any industrial advertiser whose 
products go to a wide range of 
industries could provide examples 
of the change of approach and 
attack that is necessary to present 
the sales argument properly in 
each case. 

Consider, for instance, a large 
electrical equipment manufac- 
turer. 

The range of his products may 
extend from equipment costing 
hundreds of thousands of pounds 

A press 
mail js most commonly used— 
simply because the best press 
medium appealing to the particu- 
lar field is probably the journal 
itself, 

Whatever the method, there is 
danger to the journal and its 
advertisers if the publicity is mis- 
directed or if the publisher is 
tempted to extend the field of 
coverage beyond what is natural. 
Service to readers will decline as 


a result and advertisers will be 
getting less for their money. 


Statement of policy 


In this connection it is interest- 
ing to see what one journal does 
to protect itself and its adver- 
tisers. In a recent full page the 
Wireless and Electrical Trader 
defined its readership policy in 
the following way. 


“The strictest policy has been 
followed in deciding who may 


to fractional horse power motors. 
There may be a dozen or more 
entirely different groups of pro- 
ducts each with quite different 
marketing and sales promotion 
problems. Within each group 
there are further sub-divisions 
and the advertising appeal will 
change for different industries 
and with the level of the person 
being approached. 

To continue 
example, let us 
motors. 

Relatively small electric motors 
ranging from five h.p. down to 
fractional horse power machines 
have hundreds of uses. Some, 
for instance, find an important 
market in machine tools. 

Advertising must help influ- 


our electrical 
consider, say, 


ence the designer of the 
machine tool equipment to 
include the motor in his 


original design. It may also be 
advantageous to convert older 
equipment, run by other means, 
to use the particular motor. 


It catches the eye .. . and basic 
technical facts are neatly outlined 
in the drawings down the side. 


This means an approach to the 
existing users of older machine 
tools and to their technical 
maintenance men. 

For drive purposes in industry, 
the motor may have advantages 
enabling it to be used in potteries, 
textiles, oil, mines and indeed, in 
almost any_major industry. 

It is not enough simply to 
advertise the name and general 
story of the motors through wide 
circulation media with the expec- 
tation that the target will thus be 
covered. There are individual 
arguments and stories to be told 
affecting every industry and even. 


also, different types of ~tech- 
nicians within that industry. 
These stories can only effec- 


tively be told through the appro- 
priate technical journals. The 


@ Continued on page 40 


with added power —continued 


and who may not become a 
subscriber. In the first place 
the circulation of the journal 
is restricted to the radio, tele- 
vision and domestic electrical 
appliance field, and those con- 
nected with other trades 
(however bona fide they may 
be) cannot obtain it. Secondly, 
many of those who claim to be 
“in the trade” in the radio and 
electrical field cannot qualify 
as subscribers. Obtaining a 
subscription is not just a matter 
of filling up a form and sending 
a cheque. Every application is 
scrutinised, two trade references 
have to be provided, and these 
references are invariably taken 
up. If the replies are not satis- 
factory, the applicant is refused 
a subscription. Neither can the 
prospective reader go to a 
bookstall or newsagent and buy 
a copy of the journal—-book- 
stall inquiries still have to be 
routed through our circulation 


department, and the usual re- 
ferences supplied. — 
“Why do we go to 
trouble and expense? 
“First, because by virtue of 

the strict adherence to our cir- 
culation principles, a_ retailer 
can be assured that dabblers, 
part-time traders and, even 
more, the public cannot read 
the trade information that we 
print, much of which is of a 
confidential nature. Secondly, 
a manufacturer can be assured 
that news which may include 
information intended solely for 
the trade will reach only the 
trade. Furthermore, if you use 
our advertisement pages, you 
can be certain that every reader 
is a legitimate member of the 
trade, and there is no waste 
circulation.” 

There is a great deal in that 
statement for those concerned 
with the trade and technical press 
to think about. 
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Will they use YOUR plant 
when they start to build ? 


Another factory site is sold and Machinery Market is the journal that every top man 
building is due to start within a month. in engineering reads. If he has machinery or plant 
To keep to a very tight schedule the to buy he turns to it as a matter of course. In fact, 
firm doing the job will needa lot ofnew many executives read Machinery Market specially for 
plant. Will they choose yours or your the advertisements. If you have machinery or plant 
competitor’s? Your competitor advertises to sell (new or second hand) the right man will know 
in Machinery Market. Doyou? about it if you advertise in Machinery Market. 


MACHINERY 
THE commercial engineering journal 
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e€ V e€ ry Every form of manufacture is covered by Machinery Market— 
on 4 all who use or need machinery and engineering material. A supplement 
f ri d ay is published each week containing an immense selection of plant for 
sale, wanted and for auction. An annual subscription of 55/- 


includes the Machinery Market Trades Index. 


THE MACHINERY MARKET LIMITED, 146A QUEEN VICTORIA STREET, E.C.4. Tel: CiTy 1642 
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PLANNING THE TRADE AND TECHNICAL PRESS ANNUAL SURVEY 
CAMPAIGN. continued primary advertising platform. 


. — , , Normally, however, their task is e 

range of applications of sma to persuade the technical advisor. 7 l l h L d. bo t 
motors In consumer products Is white preparing top management e ing t e ra e a u 
even wider. Here the same prin- (by advertising in the appropriate 


ciples still apply and the techni daily and weekly media) to 
cal man needs to be informed and accept that advice. 


s 
ee eteiesien: cum: To use the trade and technical a new fi loor polish 


‘ : = : ress properly is hard work for 
paign involving technical pro P : . - 
ducts, the trade and technical ‘he agemcy im terms of creative 
press is essential. In many cases thought given to advertisements, 
these journals are not merely an Study of the market and more 
adjunct to other promotion especially, study of the extra- 
means but may well present the ordinary range of media. 


HE one-treatment floor 
finish “Gleem” is a pene- 
trative floor treatment which 
replaces the normal floor 


: TWESE RIVETS ARE OWFERENT- polish. ’ 
AT HIGH TEMPERATURES It is very long acting so ee 
a quiet polish rather like that o 
ded ee LX] sonic worrest [X]rrsoncte » a mature wax surface. Selexine 
—— otleys : Paints Ltd., the retail distributors, 


decided to concentrate on care- 
fully selected retail outlets, 
roughly one or two in each centre, 
according to size. 


Backbone of campaign 


Large space announcements in 
the trade press formed the back- 
bone of the campaign for distri- 
bution, supported by direct mail 
and personal calls by representa- 
tives. 

The encouraging feature of the 
scheme was the large number of 
retailers who responded to the 
advertising in the Hardware Trade jn the trade journals. Retailers 
Different advertising approaches are usually necessary when a product Journal and the Ironmonger. acted promptly and a comprehen- 
—in this case a high duty alloy—sells to more than one industry. In In two months distribution had sive distribution was rapidly 

both cases, however, an illustration plays a dominating role. been secured in over 800 towns. achieved. 


Television advertising was stressed 


geft single market 


gl publigétion for Local Authorities 
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: g © This sugts sent on essential goods and services 
; "@ This represeitteBritain’s bit 
: D The Municipal Journal id : Aaa 
E Every week The Municipal Journa ‘reaches every Hepartment of every local authority 
: ~ Complete coverage of a £1,700,000,000 market | 
BASIC PAGE/RATE £40 ge! ee - 
# MUNICIPAL JOURNAL 3-4 CLEMENT'S INN WC2 - HOLBORN 2827 


SEPTEMBER 14, 1956 41 ADVERTISER’S WEEKLY 


The publishers of NUCLEAR POWER, the journal of British nuclear engineering, announce thot 


the first annual guide to the atomic energy indusiry 


NUCLEAR POWER YEAR BOOK AND BUYERS GUIDE 


This is an indispensable reference work for all manufacturers, operators and buyers of nucleor plant, instruments and equipment. in 

addition to a vast amount of scientific, technical and general information on all aspects of atomic energy, NUCLEAR POWER YEAR 

BOOK AND BUYERS GUIDE includes comprehensive details of all British firms serving this potentially worldwide market and lists their 

products and services in an easy-to-refer-to classified section. The Minister of Fuel and Power, The Rt Hon Aubrey Jones MP, hos 
| contributed a foreword. 


All advertisements will face appropriate matter at only £25 per page 
A few special positions are still available. Further details from Harry T. Kane, Advertisement Director. MUS 8252 


ROWSE MUIR PUBLICATIONS LIMITED, 3 PERCY STREET, LONDON WI. 


Happy Birthday 


When we started last September 

we were told 

* Builders don’t READ magazines any more 
they only want price lists, puffs and 
enquiry forms’ 


Yet 
MACHINERY is published for engineering executives \ THE MASTER BUILDERS’ JOURNAL 


mogh a — —- the Lp oe line. au now has 11.000 builder READERS 
are known by many titles and their responsibilities vay ; : 
vary from firm to firm, but these are the men who : of its independent technical articles, 


together make decisions concerning every aspect in . product reviews and comment in 
the manufacture of a metal product including 


the important one of specifying and buying materials, . the only official Journal of 
machine tools, manufacturing equipment, small tools, : The Federation of Master Builders. 
: unit parts and accessories. ‘ A . ie 4 
Ss imen CO and rate card— 
GUARANTEED CIRCULATION pee ob | 
r and any other details you want— 
11,450 copies per week 93°), paid for . 


can be obtained from 
Analyses of Machinery’s Circulation Coverage . 
(according to Positions held by Readers, Trades, Over- F. W. CARTER, ADVERTISEMENT MANAGER, 
seas Markets, etc.), Copy of Chartered Accountants’ ‘ 26 Great Ormond Street, 
Certificate of Circulation, Advertising Rates & Data ° 
gladly supplied on request. y London, W.C.1. 


Phone: CHANCERY 7583 
» CLIFTON HOUSE, EUSTON RD., LONDON, N.W.! 
MACHI NATIONAL HOUSE, WEST ST., BRIGHTON, | 
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Informing enthusiasts 
of new developments 


By S. C. WOODS 
advertising manager, Raleigh Industries Ltd. 


The selling points are carefully 
listed and clearly illustrated— 
vital elements in such advertising. 


A®’ a national advertiser, 
having been concerned 
with the problem of adver- 
tising to both consumer and 
trade sources for 70 years, we 
have over this period come to 
formulate an advertising 
policy based on three main 
points. 

The plan is based 
simultaneous use of: 

@ National press 

@ Technical press 

@ Trade press 


Advantages stressed 


As we are only concerned with 
the second and third items it is 
sufficient to say that the national 
advertising is conducted through 
national morning papers and 
other mass circulation publica- 
tions. These advertisements ap- 
peal to the general cycle user and 
extol the advantages of cycling 
and riding a Raleigh cycle. 


the 


on 


Raleigh Industries 
Lid. make effec- 
tive use of the 
“fast-and - urgent” 
approach in their 
trade and tech- 
nical press adver- 
tising. This page 
in “Cycling” could 
hardly have been 
overlooked. 
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The purpose of using the 
technical papers such as Cycling 
and previously Bicycle (now 
incorporated in Cycling) is to 
keep the enthusiast abreast of 
design changes and develop- 
ments in addition to putting out 
an appeal especially angled for 
the requirements of the touring 


and 


sports cyclist. 

The use of trade publications 
is considered essential for the 
purpose of giving dealers ad- 
vance information on sales and 
advertising plans. They also 
provide us with the means of 
maintaining the goodwill of 
@ Continued on page 44 


£23 buys space worth £92 


Every week Municipal Engineering reaches the 
ENGINEER & SURVEYOR , 
HIGHWAYS SUPERINTENDENT 
PUBLIC CLEANSING OFFICER 
PUBLIC HEALTH INSPECTOR 


of local authorities in Gt. Britain 


Municipal Engineering 


MOTOR & PUBLIC HEALTH 


With the official Journal of The Institute of Works and Highways Superintendents 


MUNICIPAL ENGINEERING 
3-4 Clement’s Inn W.C.2 - HOLborn 5502 
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TRADE JOURNAL QUIZ—4 | 


Does it run a 
reader service ? 


Of course (most journals do), but ours is rather special. 
It is in continuous operation, collecting and collating 
information for the use of its readers ; directing potential 
buyers to the right source, to the benefit of advertiser and 
the trade in general. 


Why is it “rather special” ? Because we know the 
trades. Years of intimate activity within the industries 
give us a “ know-how ” which would be difficult to equal. 


PAINT, OIL & COLOUR Journal 


More information and rate card | 
from 83-86, Farringdon Street, | 
London, E.C.4. phone: City 4788. 


Gas is Growing... 


This is a period of extraordinary development 
for the Gas Industry. Never in its long 
history have there been so many new 
discoveries, new techniques, and new 

rs applications. It has linked hands with oil ; 
it is building new works ; it is expanding its 
industrial load at a phenomenal rate ; and 
po is still the fuel chosen by the vast majority 

ives. 


Like most industries gas falls into two main 
divisions—{1) Production ; (2) Sales. Their 
needs and interests are quite different but 
they have one thing in common—they must 
each be served by a journal which is pro- ” 
ro authoritative, and reliable. Area 
rd Chairmen, Engineers, Commercial 
Officers—tike all busy men they want to 
know where to find information quickly. 
And that is where we come in. 


We publish two journals each of which can 
make a unique claim. The GAS JOURNAL, 
which is concerned with engineering and 
policy matters, has over a century of 

* experience. It has its imitators but it is still 
the only weekly technical newspaper serving 
the gas engineer and board executive 
exclusively. GAS SERVICE is tailor made 
for commercial managers and their staffs. A 
bright, monthly marketing magazine, it is the 
only sales journal in the industry. 


Issued in our mutual interest by 


WALTER KING LTD. 
11, Bolt Court, Fleet Street, London, E.C.4. 


ADVERTISER'S WEEKLY 


We represent 


1 5 journals 
with 


WORLD-WIDE 


(Jane’s All the World’s Aircraft, Jane's 
Fighting Ships and World Railways, acknow- 
ledged as the leading authoritative publica- 
tions in their field) 


EUROPEAN and AMERICAN 


(Fifteen Nations, circulating among influen- 
tial supporters of NATO) 


INDIAN and ASIATIC 


(Onlooker —India’s leading ‘glossy ’— 
Industrial India, and Automobile Magazine of 
India) 


AERONAUTICAL 


(Royal Aero Club Gazette, Journal of the 
Guild of Air Traffic Control Officers, Indian 
Skyways and Aviation Directory of Asia) 


RADIO and ELECTRICAL 


(R.T.R.A. Magazine and R.T.R.A. Year 
Book, the trusted publications of radio and 
electrical dealers in Great Britain and 
Northern Ireland) 


and MEDICAL interest 


(Journal of the Indian Medical Profession and 
Neurology) 


May we send you 
specimen copies of 
any of these 
publications ? 


THE TRADE PRESS ASSOCIATION LIMITED 


now at Berners House, 
47/48 Berners Street, London, W.1. 
Telephone; LANgham 7291-7292 
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selected journals inspire re- 


is still comparatively new in this 


e quests for practical demon- country. Cooked hams, for 
Reaching the food trade _ ‘stiou’s (te memois "ot example, when encased by, th 
using the casings and do much product are fully protected from 


with a casing message 


By T. MANN, 


commercial manager, Viskase Ltd. 


to pave the way for visits by 

our representatives. 

Apart from the direct customer, 
we are also concerned with the 
retail outlets through which pro- 
ducts for which our casings are 
used reach the consumer. The 
use of “Visking” cellulose casings 
for prepared meats and sausages 


contact by the hands, from flies 
and other possible forms of in- 
fection. 

Additionally, “Visking” casings 
provide the advantage of being 
printed in brilliant colours, 
thereby carrying the manufac- 
turers brand design right through 

@ Continued on page 45 


HE trade and technical 
press is the backbone of 
the advertising of our com- 


INFORMING ENTHUSIASTS — continued 


our traders—a point of no 


and advertising developments 


pany, an associate of Sponcel small significance. _ Without such information 
Ltd., makers of Spontex The method of using these readily available, he becomes 
sponges. three different media groups is to a less effective salesman and, 
ee employ a constant appeal in tech- consequently, a less successful 

We produce “Visking” cellu- pica} and trade papers with one. Whereas the dealer who 
lose tramsparent casings for uitable seasonal booster cam- is constantly abreast of all 
cooked hams, meat loaves, large yaigns, together with heavy aspects of our products, proves 


sausages, and Nojax casings for 
the manufacture of skinless 
sausages. We only began active 
selling late in 1954 and while 
great strides have already been 
made, 


national advertising during the 
late spring and summer (the peak 
selling period of the cycle trade), 
plus a smaller Christmas cam- 
paign aimed only at juveniles. 


himself a very valuable part of 

the selling organisation. 

It is equally true to say that 
the continuous support of cycling 
enthusiasts in the sporting field 


‘The casing that teoathes 


there is still a long way We believe that the trade plays no small part in retaining 
VISKASE to go before the market is fully publications link the manufac- the general public's faith in our 
developed. turer and dealer, and that the products. A journal such as 
ino lll From the beginning the technical and national advertising Cycling plays a most important 
specialised journalshave played, continues that link from the part in all this. 
and continue to play, an im- dealer to the consumer. This advertising policy has 
portant part in this develop- It is our contention that the been in practice for well over 
ment. We believe that the pub- dealer is a most important half a century, and has un- 
Illustrations of brand named lications devoted to food pro- member of any trade, and we doubtedly proved itself highly 
packaged products form a_ very cessing, packing, and the meat consider it of paramount im- successful. Its success, however, 
important part of the highly trade are carefully read, includ- portance that he should be kept _ is dependent not on one or two of 


successful trade press advertising 


ing the advertising pages. We 
undertaken by Viskase Ltd. 


have found that insertions in 


constantly informed on _ all 


the main media groups, but on a 
aspects of our sales, technical 


constant use of all three. 


For less than a 3d a time 
you can reach 


33,000 top executives 


in British Industry & Commerce 


Organisation & Methods 
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Published exclusively for Directorate and Management 
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New Schedules TRADE & TECHNICAL PRESS ANNUAL SURVEY | 


call for 
complicated 
thinking 
6 


CHNICAL space buying 

is a most complicated 

problem. Breakdown of 
circulation, readership and 
geographical distribution are 
only {part of the problem. 
Editorial impact, status of 
readers and their response all 
add to the difficulty of deter- 
mining the correct media. 


Although advertisers view 
their markets from different 
aspects, you will find that 
many of the major companies 
in the United Kingdom are 
currently advertising in THE 
ENGINEERS’ DIGEST. In the 
same way that we have aided 
these companies we wish to 
help you in assessing the 
potential selling force of THE 
ENGINEERS’ DIGEST. 


Readership interest is con- 
tinually recorded. Trade dis- 
tribution and circulation 
breakdown. figures are freely 
available. 


If you are selling to the 
Engineering Industries, give 
us the opportunity to tell 
you about the markets THE 
ENGINEERS’ DIGEST will 
reach for you. 


ask for details of our market 
coverage. 


ENGINEERS’ 
DIGEST 


120 WIGMORE ST. LONDON, W.1 
Telephone: WELbeck 9357 & 6263 


| GRUNDIG 


| sell the trade. 
Tell us of your problems, and 


The dramatic approach of a rising graph curve plus a gigantic 


“Upwards” was among the trade press advertising techniques adopted 
Agents are E. Walter George Lid. | 


by Grundig (Great Britain) Ltd. 


Tape recorder boosted 


by radio trade press 


HE rapid growth of 

Grundig (Great Britain) 
Ltd. since its inception four 
years ago is a story which is 
linked closely with the use of 
the radio trade press. 

Consider the position in 1952: 
Grundig was a small firm em- 
barking on a surveyed but un- 
tested market with an exciting 
new product—a tape recorder 
which was not a “toy” but a 
precision engineered instrument— 
yet very simple to operate; a 
product with an appeal to 
millions and a tremendous new 
source of turnover for radio 
retailers. 


Small sales force 


Grundig’s sales and advertising 
executives had faith in the poten- 
tialities of the tape recorder but 
had only a small sales force to 
The company had 
to reach the outlets quickly and 
cheaply and therefore an exten- 
sive campaign was booked in the 
trade papers. The idea was to 


make two powerful points to the | 
people who could do most to | 


further future trading. 

@An educative campaign 
was aimed at the trade outlets 
to convince them that tape re- 
corders opened up new sales 
fields and that there was a vast 
untapped demand for them in 
the United Kingdom. It was 
also pointed out that Grundig, 
through consumer media, 
would he breaking the ground 
with an educative campaign 
aimed at the customer. 

@ That only a Grundig tape 
recorder—not a _ toy—would 
provide the retailer with a 
steady source of turnover built 
up by quality in the product 
and the resultant cumulative 
sales as the manufacturer's 
reputation became established 
with the public. 

The response to this initial 
stocking up campaign was 
extremely encouraging and 


indeed, throughout the past four | 
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REACHING THE FOOD TRADE continued 


to the consumer, as well as con- 
tributing greatly to the hygienic 
handling of the product. All this 
information we wish to bring to 
the attention of the retailer, and 
we put these points to him 
through the medium of his own 
publications. 
Full page 
trade journals 


advertisements in 
illustrating the 


| advantages of purchasing pre- 


pared meats protectively pre- 
sented in our casings, help to 
create a growing demand from 
the trade. Retailers who are now 


having their cooked meat pro- 
ducts delivered to them so 
encased are also helped in their 
efforts to comply with the require- 
ments of the new clean food 
regulations. 


For products such as ours the 
value of the specialised journals 


is thus easily apparent, since they | 


provide the best means of placing 
our story directly before the 


customer with a high degree of 
certainty that it will be seen and 


read. 


ADVERTISER'S WEEKLY 


~ 


NAPPER, 
STINTON, 
WOOLLEY 


HOWARD 


PNEUMATIC ENGINEERING 


to reach makers of preserves, 


pickles, milk products, soups, 
sauces, etc, 


FOOD MANUFACTURE 


Stratford House, 
9, Eden St., London, N.W.! 


\ 


FOOD MANUFACTURE is one of the 
LEONARD HILL TECHNICAL GROUP 


aint 


anufacture 


aramount 


edium 


for advertising to 
the Suriace Coating 
industry 


Largest world sale to the 
manufacturers of paints 
and related products. 


Publishers: 
LEONARD HILL LIMITED 
Stratford House, 

9 Eden Street, 
London, N.W.! 
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BOOSTING THE 
RECORDER -— cont. 


years Grundig have continued to 
reach their friends in the radio 
wholesale and retail trade with 
progressive success. 

The continued use of the radio 
trade press is now the foundation 
of Grundig advertising policy and 
the rapid growth of company 
turnover, sales outlets and satis- 
fied customers confirms that the 
decision to get active dealer co- 
operation through the trade press 
has paid dividends 


Launching 
a new air 
service 


[N January of this year Air 
France inaugurated a new 
twice-weekly service from Lon- 
don to Tokio. 

To take advantage of the im- 
portant prestige value of the 
established “Epicurean” service 
to Paris, it was called the “Eastern 
Epicurean.” Its main purpose 
was to carry passengers from this 
country to the East quickly and 
with the Air France flair for the 
luxury touch. But it was also 
intended to use the advertising of 
the Eastern Epicurean to focus 
attention on Air France long dis- 
tance services in general (many 
people in this country are still 
surprised to learn that Air France 
is the world’s largest airline). 

Large spaces were booked in 
Travel Topics, Travel World and 
the weekly Travel Trade Gazette. 
The first announcements appeared 


@ Continued on page 47 


000 readers Ro : 


of the 


» DAI 


The specialised travel journals 
carried such advertisements to 
show how the new air service 
was to be publicised in the daily 
press. The response was notable. 
Agents are E. Walter George Ltd. 


SOLICITORS JOURNAL 


Reaches an in- 
fluential section 
of professional 
people who sub- 
scribe to the only 
legal weekly 
for practising 
solicitors. 


21.RED LION ST. WCL CHA 6855 


BOOT AND SHOE TRADE 


The Shoe and Leather 
Record | 
Founded 1886 

The Pioneer and 

Progressive Paper 


* 
GRANVILLE HOUSE 
ARUNDEL ST. LONDON WC2 


Tel. TEM 5524/6 


SPENCER: UUs, suU in PLAGE, E.6.2, 
Telephone : NARCH 0666 
Telegrams : ALSHUNUZE LONDON 


LUBRICATION 


Liiction | 


Read by Works Engineers, 
Machine Designers, Oil 
Com Executives, etc., 
ALL OVER THE WORLD 


SCIENTIFIC PUBLICATIONS 
3 Clifford Street, London, W.! 
Telephone: REGent 7996 


The Monthly 
Register 


CIVIL ENGINEERING 
CONTRACTING = 


CONTRACTORS’ RECORD 


and 
Municipal Engineering 
(1908) 


Read by 
the Contracting and 
aaa ~ y Ladestry 
every municipal Engineer 
throughout the United Kingdom 


LENNOX HOUSE, NORFOLK STREET 
LONDON, W.C.2 
TEMPLE BAR 6591 /2/3 


CHARTERED 
CIVIL ENGINEER 


The Journal read by all Chartered 
Civil Engineers at home & abroad. 


1-7 Gt. George St., London, S.W.1. 
Tel.: WHitehall 4577. 


ARCHITECTURE & BUILDING 


BRITISH HOUSING AND PLANNING 
REVIEW 


Largest circulation among local 
authorities and official bodies 
in U.K 
Bi-monthly 1/6 
42 Devonshire Street, London, W.! 


THE BUILDER 


The most influential 
weekly newspaper for the 
Architect, Contractor and 

Quantity Surveyor. 


4 CATHERINE ST., 
LONDON, W.C.2 
TEMPLE BAR 6251/4 


TIMBER TRADE 


WOODWORKING 
INDUSTRY 


The technical journal of 
the timber-using trades 
MERCURY HOUSE 


109/119 Waterloo Rd., London 
Tel. WATerioo 3388 


S.E.1., 


SEPTEMBER 14, 1956 


WILK INDUSTRY 


DAIRYING 


PROCESSING, DISTRIBUTION 
AND SALE OF MILK 
AND MILK PRODUCTS 


The Most Influential 
Journal in British Dairying 


The Milk Industry, 
37, Queen's Gate, London, $.W.7 
Western 9816 


MEAT TRADE 


Meat Trades’ Journal 
Weekly net sales exceed 
25,000 


For 68 years the official 
organ of the meot trade 


5 CHARTERHOUSE SQUARE, LONDON, E.C.! 


FOOD MANUFACTURING 


274 YEARS 
OF PUBLICATION 


o.. 
pe REVIEW. LT 
FOOD TRA onDON.w 


©.2. 
2. GARRICK STREET, & 


THE MAKERS 
OF THE NATION’S 
FOOD 
READ THE 


BULLETIN 


of the FOOD MANUFAC- 
TURERS’ FEDERATION Inc. 


Published every month 


Advertising Contractors, 
W.P. GRIFFITH & SONS LTD., 
154 Clerkenwell Rd., E.C.!. 


TERminus 7363 
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MUNICIPAL WORKS AND 
LOCAL GOVERNMENT 


Publications 


OVERSEAS MEDIA 


MUNICIPAL 
ENGINEERING 


founded 1874 
Reaches all members of the 
Institute of Works and High- 


way Su; ents. 


4 Clements Inn, W.C.2. 
HOLborn 5502. 


The 


MUNICIPAL 
JOURNAL 


founded 1893 
The only weekly technical 


journal read in every local 
government department. 


3 Clements Inn, W.C.2 
HOLborn 2827 


NEWSPAP 
PERIODICALS 


Pass your Overseas Space buying 
roblems to 
PUBLISHING & DISTRIBUTING 
CO. LTD., International Press Rep- 
resentatives. 177 REGENT ST., W.!. 
Tel.: REG 6534-5. 2361. 


HEALTH, HYGIENE AND 


SANITATION = 


THE 
MEDICAL OFFICER 
mn once parent 

PUBLIC HEALTH, SCHO 


OL 
HEALTH AND ALLIED SERVICES 
72/78 FLEET ST., LONDON, E.CA. 
FLEET STREET 5574/5 


THE €.C.A. GAZETTE 
Official Gazette of the County 
Councils Association. 
A.B.C. circulation 
6,222 monthly 


Read by members of the County 
Councils and chief officers, in- 
cluding county surveyors, arc- 
hitects, treasurers, agricultural 
officers and chiefs of county 
ambulance and fire services. 
Advt. Dept., 70 Victoria Street, 
London, S.W.1. 
Telephone : ViCtoria 9132-3 


MUNICIPAL 
ENGINEERING 


founded 1874 


The specialist weekly journal 
reaching all members of the 
Institute of works and High- 
ways Superintendents. 


4 Clements Inn, W.C.2. 
HOLborn 5502. 


The Surveyor 


AND MUNICIPAL AND 
COUNTY ENGINEER 


The influential journal for a 
advertisers who sell to 
Local Authorities 

Public Works Contractors 
The Building Industry 
Architects and Surveyors 
ADVERTISEMENT 
MANAGER, 

42 Russell Square, WC1 
Telephone : Langham 8197 


THE ROYAL SOCIETY 
OF HEALTH JOURNAL 


CIRCULATION 13,424 
Period Jan.~June 1956 
! MUNICIPAL AN 
ALLIED HEALTH FIELDS 
90 Buckingham Palace Road, S.W | 
SLOANE 5134 


For the buyer and technician in 
pharmacies and laboratories 

everywhere. 

194-200 Bishopsgate, E.C.2. Ave 1444/5 


PAINT AND PRINTING. 
INK TRADES 


JOURNAL OF THE OIL 
& COLOUR CHEMISTS’ 
ASSOCIA TION 
Monthly publication with 
world wide coverage, having 
a leading position in the 
technical literature of the 
surface coating industries. 

Memorial Hall, F 


London, E.C. 
CENtral 2120 


CLAY PRODUCTS AND BRICK MAKING 


THE BRITISH CLAYWORKER 


technical Journal for 
Senttery Ware 


Leading world 
Brick, Tile and 
Overseas Sales equal 33% of total 
cGrculation. 

CLAY & BRICK PUBLICATIONS LTD. 
w.c2a 


EDUCATION 


EDUCATION 


The Official Organ of the 
Association of Education Commit 


Published every Friday 
AE 
Read by Members and 
Officials of Local Educa- 
tion Authorities, School 
Governors and Managers, 
and others engaged in 
national education. 


10 Queen Anne Street, 
London, W.1 Museum 1425 


School & College 
Nanagement 


the best medium 
for selling equipment to 
Schools and Colleges 


SCHOOL MANAGEMENT LTD., 
18 YORK BUILDINGS, LONDON, W.C.2 
TRA falgar 1388 


BAKERS?’ 
REVIEW 


The official journal of 

The National Association 

of Master Bakers and 
Confectioners 


} BUCKINGHAM PALACE 
GARDENS, LONDON, 
Tel.: SLOane 0341 S.W.1 
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in November and were quickly 
followed by a series. 

By the time the first Super 
Constellation left for Tokio in 
the middle of January there was 
no important travel agent in 
the country in ignorance of the 
“Eastern Epicurean.” 

Was it successful? 

In June the service was in- 
creased to three times weekly— 
and that speaks for itself. 


Reaches the 
makers and 
dealers 


HEN the time came for 

Staar Electronics Ltd., to 
launch their new _ record 
changer they decided that the 
radio trade press was the main 
vehicle to reach radio manu- 
facturers and dealers. 

This decision was based on 
experience gained in the launch- 
ing of many radio and allied 
products since the war. While 
the consumer press plays its most 
important part so far as the 
general public is concerned, the 
trade and technical press has 
been proved to be essential for 
building up distribution. 


be noted that in very few cases 

does he read only one of these 

lications. 

itorially, the columns of the 
trade press have been of great 
value in informing the trade of 
new products and developments. 
The trade press helps to main- 
tain and strengthen a kind of 
“family spirit” between manufac- 
turer, wholesaler and retailer. 
On both sides of the fence— 
production and distribution—is 
there a demand to know exactly 
what the other fellow is doing. 
what his interests are, where he 
is going, how much money he is 
making, how he is succeeding (or 
failing). 

This information the corre- 
spondents of the trade ess 
gather from all outposts of the 
particular industrial empire they 
serve. 

Guide to Stations 
1956-57. This new directory 
(price 2s. 6d.), compiled by the 
staff of Wireless World, includes 
hundreds of additions and 
amendments among the operating 
details of 3,000 or more broad- 
casting stations. 
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ADVERTISER'S WEEKLY 


The Monthly Register of 


TRADE AND SPECIALIST 


Publications 
Continued from page 47 


PROPERTY | __PACKAGING = 


ESTATES GAZETTE 


Now in the 99th year of publication 


The most influential Journal 
connected with property, 
land, and allied interests 


NATIONAL COVERAGE 


amongst 
Architects and Surveyors, Estate 
Agents, Property Companies and 
Owners, Builders, Municipal Autho- 
rities, Building Societies, Land 
Agents, .etc 


Published Weekly 
THE ESTATES GAZETTE, LTD., 
47, Museum Street, 
London, W.C.1. 
HOLborn 4551/2 and 9768. 


FURNISHING TRADE 


The 
Furnishing 
World 


For complete coverage 
of THE RETAIL and 
MANUFACTURING 
SIDES of the Furniture, 
Upholstery, Bedding and 
Furnishing Trades. 
MERCURY HOUSE 


109/119 Waterloo Rd., Lendon, S.E.1. 
Tel. WATerloo 3388 


THE PAPER 
MARKET 


Monthly journal 
for the paper buyer, 
merchant stockist 

and printer. 


50-51 FETTER LANE 
LONDON, E.C.4. 


GAS SERVICE 
AND DOMESTIC COKE 


The only monthly designed exclusively 
for the Sales and Service side of the 
Gas Industry. 

11 BOLT COURT, FLEET STREET, £.C.4 


FLEET ST. 2236-7 


CANNING AND PACKING | 


Specialist monthly magazine or 
food manufacturers, canners and 
users of containers and other 
packaging materials. 
CANNING PUBLICATIONS 
1415 ae eg ST., LONDON, E.C.2 
: MONarch 1995 


THE FIRST AND LEADING MONTHLY JOURNAL 
AND ONLY A.B.C. MEMBER IN THE FIELD 


lackaging 


LOOK FOR THE GLOSSY/BLUE GOLD COVER 


PAINTING AND 


DECORATING TRADE 


PAINTING & 
DECORATING 


Formerly The Journal of Decorative 
Art & British Decorator. Est. 1881. 


The Leading journal for all associated 
with the Painting and Decorating Trade 


CROMFORD HOUSE MANCHESTER 4 


ENGLISH ILLUSTRATED 


international 
naan linking foreign a 
with everyday life in pee lish- 
speaking countries. 
The key to foreign business through 
world interest in the English a. 
P.O. Box 113, 60 Market Street, 
Watford, Herts. 


VOICE OF INDUSTRY 


The outspoken monthly news 
magazine 


TELLS 
THE PROUD STORY 
OF BRITISH 
FREE ENTERPRISE 
TO READERS IN 
EVERY GRADE OF 
INDUSTRY 
AT HOME & ABROAD 


79-80 Petty France 
London, S.W.1 
Tel. ABBey 2203/4 
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| @ Advertising Case History —9%6 
How to send up sales of 


radioactive products 


ERHAPS the most tech- 
nical assignment obtained 
by any advertising agency for a 


| long time has been the account 


of the Radiochemical Centre at 
Amersham. This separate sec- 
tion of the Research Group of 
the United Kingdom Atomic 
Energy Authority exists to 
develop useful radiochemicals 
for medicine, industry and 
scientific research. The raw 


| materials include the fission by- 


products produced by the 
Atomic Energy Authority, 
natural radioactive elements 


such as radium, and substances 
prepared by irradiation in the 
nuclear reactors at Harwell 
and Windscale. The agency 
concerned is the Technical 
Advertising Service. 


The scientific and commercial 
value of the products lies in their 
property of emitting alpha, beta 
and gamma rays. In medicine 
these rays are used for diagnosis, 
treatment and _ research. In 
scientific research radiochemicals 
are widely used as “tracers.” For 
example, if an insecticide is made 
radioactive it is possible to trace 
the dose in the insects and in- 
vestigate its effectiveness. 


Uses of product 


In industry these radioactive 
sources may be used to catalyse 
chemical reactions, continuously 
to check the thickness of a pro- 
duct such as paper or plastic 
sheet, to detect flaws in metals, 
to measure the level of materials 
in sealed packages, to sterilise 
foodstuffs or surgical dressings, 
or to discharge static electricity 
and prevent fire risk. 


Such applications are merely 
typical. Radiochemicals seem 
destined at some point or other 


THE CHARTERED 
MECHANICAL ENGINEER 


The Jour val of the 


Institution of Mechanical 


I ngineers 


CIRCULATION 


46,000 


Advertisement Office 
1 Birdcage Walk, 
London, S.W.1 WHI 7476 


This trade-mark now makes its 

appearance in all advertisements. 

As a consequence of vigorous 

and skilful advertising sales have 
risen all round. 


to touch nearly every form of 
manufacturing activity, scientific 
investigation and medical treat- 
ment. 

The problem presented to the 
agency was thus one of working 
out a campaign with appeal to 
a very wide range of potential 
customers, from academic 
scientists, through doctors to 
manufacturing chemists, engi- 
neers and works managers, in 
many countries. 


@ Continued on page 50 


Ane ROCRINGHAMOOR 


A strictly “ethical” advertisement 
which draws attention to the 
applications of radioactive chemi- 
cals in the medical field. 
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“Kveellent results... 


from one half-page advertisement 


in R.A.F. FLYING Review 


@ “50% orders...” 


@ “best coupon response ever .. .” 


_ @ “enquiries .. . literally from all 
quarters of the g . 


says much for the coverage of R.A.F. FLYING Review” 
— Agro MODELLER 
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Largest-Selling Aviation Journal in EUROPE 
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LAMPS - LIGHTING EQUIPMENT - FITTINGS 


Light and Lighting 


The only lighting journal 


32 Victoria Street, London, S.W.| 


Abbey 7553 


PULL IN THE 
PLUMBERS 


‘The Plumbing 
’ in your next 
advertisement schedule. 

Because it is the Official Organ 
of the National Federation of 
Plumbers and Domestic Engineers 
(Employers), apart from having a 
large outside circulation, The 
Plumbing Trade Journal can be 
found on the desks, in the drawing 
offices and workshops of most of 
the employer plumbers, heating 
engineers and sanitary engineers 
in the country. 

For details of rates, circulation 
breakdown and special positions, 
write to the 
Advertisement Manager, 

The Plumbing Trade Journal, 
Cromford House, 
Manchester 4. 


By including 
Trade Journal 


“*. .«. 1 would even say thanks to your 
advertisers who also keep me up-to- 
date with their new products.”” 


From an unsolicited letter of apprecia- 
tion addressed to the Editor of 


——— 
DECORATING 


The obvious choice as an advertising 
medium for all who wish to contact 

painters, 

decorators, 

painting contractors, 

paint and wallpaper 

merc 
surveyors, 
archi 


1 
builders, 
etc. 
Send for rate card and specimen copy 
to: 
Cromford House, Manchester, 4. 


The 


** FARMERS’ JOURNAL” 


(Official Organ of Ulster Farmers’ 


Union) 


ULSTER’S 
leading farming pub- 
lication for effective 
coverage of the farm- 
ing community of 

ter. 

MEMBER OF THE A.B.C. figures 
avoir BUREAU . to june, 1956 
OF CIRCULATIONS 


Jan 

28 ,27 
Belfast Office : 

18 Donegall Square, East. Tel. Belfast 24397 


London Office : 
69 Fiset Street, E.C.4. Tel. FlEet St. 5453 


G. F. KRUSE 
LTD. 


37 SPRING STREET W.2. 


AUTOTYPE oe 
Laws, 


In black-and-white or colour 
AUTOTYPE COMPANY LTD. 
Rd., London, W.13. Ealing 269! 


Sell 
Timber, 
Machinery 
& Tools 
to the 


in 
WoopworkING 
INDUSTRY 


—the technical month- 
ly with the original, 
exclusive editorials 


109/119 Waterloo Road, 
London, SEI. Tel. WAT 3388 
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Radioactive products get 
‘family’ treatment in ads 


The presentation policy adopted 
was one of bold, straightforward 
layout, with clear, easy-to-read 
typography. Each advertisement 
should give the specialist the 
information he wants easily and 
quickly and at the same time be 
part of a “prestige” campaign 
giving the scientific public as a 
whole an overall impression of 
the Centre. A family likeness in 
appearance between all advertise- 
ments was agreed to be essential, 
and that this has been achieved 
can be seen from the otherwise 
different illustrations. 

One illustrated here is a strictly 
“ethical” medical advertisement; 
two others show some of the 
current industrial advertisements 
in which attention is gained by 
introducing “alpha,” “beta” and 
“gamma” as amusing matchstick 
figures in a related series of 
sketches illustrating specific tech- 
nical applications — sometimes 
directly, sometimes by punning. 

This series has received con- 
siderable favourable comment 
from technical people in that it 
brightens up a serious subject 
without being too frivolous, 

Space booked is in the form of 
whole pages in leading chemical, 


biological, engineering and 

specialist medical media with 

world-wide circulations. 
Attention to packages 


Agency work has also included 
the design of the trade mark 
package styling with attractive 
labelling both for primary con- 
tainers and despatch parcels, 
catalogue covers and pages and 
other literature. Both agency and 
client agreed from the start that 
all such design should be linked 
with the press advertising scheme. 

As a result of the sales effort 
the average number of indi- 
vidual deliveries of radio- 
chemicals has steadily grown 
from small beginnings to the 
now remarkable total of over 

12,000 per annum, and the dis- 

tinctive labels of the British 

Radiochemical Centre have 

been made familiar to users 

throughout the world. In fact 

Britain has become the world’s 

biggest exporter of radio 

chemicals and during the past 
year sent over 35 per cent of 
its production to 46 countries. 

Meanwhile the production unit 
at Amersham has been developed 
by stages on most modern lines 
to produce an ever - increasing 
range, now including” over 700 
items, and to give a really first- 
rate, quick delivery service (often 
by air) whether the order comes 
from London, New York or 
Tokyo. 

Tribute is paid by the Technical 


etiwe asesistant«a 
for Chemists and Biochemists 
SSSSss 


One of an advertisement series 

(another is below) which draws 

attention to a highly technical 
subject in an amusing way. 


Advertising Service to the whole- 
hearted co-operation of the 
general manager and officials of 
the Radiochemical Centre, who, 
with a publicity-mindedness not 
perhaps always found in official 
organisations, decided in the first 
place to retain technically quali- 
fied advertising agents to help in 
building up world-wide sales of a 
quite unusual range of scientific 
and industrial products. In carry- 
ing out this assignment. the 
agency have had the benefit and 
satisfaction of being able to rely 
on the full co-operation of the 
clients’ own sales organisation, 
every contact obtained through 
advertising being developed to 
maximum effect. 


Such matchstick figure advertise- 


ments have helped to increase 
sales of radioactive chemicals. 
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SYREN ano SHIPPING 
is the Shipping Paper 
if you want toreach .! 
the leaders in Shipping 
and Shipbuilding 


Read since 1896 by Owners, Naval Architects, 
Marine Superintendents, Shipbuilders and design 
staffs. 

Send for specimen copy and rate card to: 


Syren & Shipping Ltd., 26/28 Billiter Street, 
London, E.C.3. Telephone No. Royal 5322 


r PUB LIC WORKS 
BUILDING WEEKLY 


29,000 COPIES SOLD WEEKLY 


To: Contractors, Builders, Municipal 
Officials and Civil Engineers. Rates 
on application to M. C. Broadbridge, 
LABOUR NEWS, 69 Fleet St., 


London, E.C.4. ’Phone FLE 1328] 


A reliable medium for HOME and EXPORT 
advertising, reaching the firms that matter, 
and read by executives in all branches of the 
Metal and its allied Industries. 


TWICE WEEKLY TUESDAYS AND FRIDAYS 


Advt. 
Manager: 
William C. 
Adderley. 


Tel..: ee ouns.2F Athamarie Serest, Landen, 
HYDE PARK Birkett use, 


KENNEDY PRESS LTD - 31 KING ST WEST * MANCHESTER 3 
SO TEMPLE CHAMBERS - TEMPLE AVENUE - LONDON E.c; 4 
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METAL INFORMATION +7 oe LTD 


WRITE FOR SPECIMEN COPY & RATES) 


ADVERTISER'S WEEKLY 


Argentina, Bahamas, Barbados, Brazil, Canada, 
Chile, Colombia, Cuba, Cyprus, Denmark, 
Dominican Republic, El Salvador, Finland, The 
Gold Coast (Ghana), Holland, Honduras, Jamaica, 
Kenya, Mexico, Nicaragua, Norway, Nigeria, 
Panama, Paraguay, Peru, Rhodesia and Nyasaland, 
Sweden, Trinidad, United States, Uruguay, 


| Venezuela. 


POWERS 


(WHitehall 3366) 


For Top Media 


JOSHUA B. POWERS LTD., 


International Publishers’ Representatives 
14 COCKSPUR STREET, LONDON, S.W.1. 


There can be no 


PLANNING 
without the NN 


which stands for 


Nationat A. EWSAGENT 


the most influential.trade journal for retail and whole- 

sale distribution of newspapers, periodicals, magazines, 

books, stationery, etc., together with monthly supple- 
ment ‘‘ Sweets & Tobacco Retailing.”’ 


If you are interested in advertising in the paper which 
gives the greatest value per £ spent, send for details 
and rate card 


149, FLEET STREET, E.C.4 


Tel.: CliTy 2604 (5 lines) 
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Quality coverage 
in South Africa 


Cape Town CAPE TIMES 

CAPE TIMES WEEK-END MAGAZINE 
Durban NATAL MERCURY 

SOUTH AFRICAN WOMAN’S WEEKLY 
Johannesburg = RAND DAILY MAIL 
National SUNDAY TIMES 


SUNDAY EXPRESS & HOME JOURNAL 
DIE LANDSTEM 
FORUM 


Noi 


NEWSPAPERS LTD 


92, New Cavendish Street, Portland Place, W.|. 
Tel.: LANgham 5036 


PUBLICITY CONSULTANT - P.O. BOX 2774, DURBAN 


FIFE ASSOCIATED NEWSPAPERS 
UP AGAIN! 


THE 
DUNFERMLINE 43631 rire FREE 
AR. ie 


ONE BLOCK, ONE ACCOUNT, ONE RATE, ONE ORDER 


35 KIRKWYND, KIRKCALDY 


LONDON AGENTS: EDWIN GREENWOOD LTD. 
231-2 STRAND, W.C.2 CITY 5906 
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Where are Britain’s best export 


opportunities thee 


A SPECIAL CORRESPONDENT 


reports on— 


A market with a pressing 
need of capital equipment 


HE country within focus 

this week was once re- 
garded as merely a stopping 
place roughly half way to the 
Far East. Those days are long 
past—yet even today the great 
strategical value of its geo- 
graphical position looms up 
again as doubts are cast on the 
future reliance of the Suez 
Canal. 

It is regarded as essential that 
South African ports should be 
enabled to handle any increased 
tonnage that may fall on them. 
And that is just one example— 
unusual although it be—of the 
Union's ever-present need for 
capital equipment. 

It is in this field that Britain’s 
greatest opportunities lie for in- 
creasing exports to South Africa. 
There is great expansion ahead 
in the mining and heavy indus- 
trial undertakings—and in recent 
years it is machinery that has 
given Britain her main hold on 
the South African market. Some 
of this has gone to replace exist- 
ing plant, particularly where it 
was neglected during the war, 
but much has gone to help the 
drive towards industrial diversi- 
fication. 

Great reliance has been placed 
in South Africa on British plant 
for this strong post-war move- 
ment. This can be seen from the 


FOB)S OU 


SOUTH AFRICA 


fact that last year the Union 
imported £51 million worth of all 
kinds of machinery from Britain 
an increase of £20 million over 
the figure five years before. 
And, of course, it is not only 
in plant that Britain is playing 
its part in the nation’s indus- 
trial growth. Since the war, 
more than £500 million in 
capital from Britain has been 
invested in South Africa. 

Recent restrictions in Britain's 
economy are bound to be felt, 
but whether this will have a 
noticeable effect on future British 
industrial growth in the Union 
remains to be seen. There have 
been some adverse signs. If they 
grow there may be some set- 
back in the demand for our 
capital equipment. 

This would be a tragedy, be- 
cause while we have suffered in 
South Africa as in other parts of 
the world through s!ow deliveries 
and a consequent clouding of 
interest in British goods, there 
have been recent signs that efforts 
by manufacturers to overcome 

@ Continued on page 54 
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Among the many electronic devices on display at the Radio Show 
stand of Mullard, Ltd., was an arm which offered literature at the 


approach of a visitor. 
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he now Poor 


Someone said ‘‘the poor are always with 

us’’ and indeed they are. But in Britain 

today they are not dressed in the rags 

of popular imagination. Oppressed 

by tax collectors, squeezed 

by bankers, and deserted 

by politicians, they 

struggle to defend a 

facade behind which the 

fortress has fallen—bravely keeping 

up appearances, grimly holding on to 

traditions of endurance and independence 

upon which the greatness of this 

country is founded. Advertising alas can 

do little to ameliorate their condition, but 

it must in its marketing dispositions take 

cognisance of what is happening to them. Statistically they are in the A & I 

classes, whereas actually they are the new C & D classes, while the old C & D 

classes have moved up. But this paradox must not be read superficially. Although 

the new poor are down financially, their tastes and standards remain un- 

changed. They still want the best but now it must be the best at lower cost. When we 
in RCN plan advertising, we try to remember this. 


RIC IN Ge 


Managing Director, E. G. Walker 


RUMBLE, CROWTHER & NICHOLAS LTD « INCORPORATED PRACTITIONERS IN ADVERTISING + 184 STRAND © W.C.2 + TEMPLE BAR 9271 
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x” CORRECT 


ADDRESSING 
FACSIMILE LETTERS 
FOLDING: ENCLOSING 


@ Telephone = PrivATE MAILING __LISTS 
¢ ITY 487 7 /8 . We also have a large department devoted solely 


to the regular maintenance of clients’ mechan- 
@ We have 


and confidence. 


the largest MEDICAL MAILINGS 
Mechanical . We specialise in mailing to 

j DOCTORS, CHEMISTS, HOS- 
Addressing PITALS and all branches of 
Organisation the Medical and allied 
in the Trade. Professions. 


Automatic decry lenaiatiog 


4PLAVHOUSE VAAD + LONDON “4 


We design and make! 
—_ . 


@ DISPLAY UNITS 


@ SALES AIDS 


Whether it is metal, 
wood or wrought iron 


WE ARE 
THE ACTUAL 
MANUFACTURERS 


Designed b 
MOREY (BARNET) LTD. 


Our experience of sales and practical advice is readily available to 
you. Let us submit ideas and prototypes and prove how reasonable 
and efficient a permanent display can be. 


MOREY (BARNET) 


BARNET, HERTS. 


LIMITED 


Telephone: Barnet 3222 


ised lists—all dealt with the utmost efficiency | 
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South Africa experiences 
an advertising boom 


such faults have helped to im- 
prove the scene. The better 
inspection of goods before they 
leave United Kingdom plants 
has helped, too, for there had 
been reports of incorrect specifi- 
cations and failures on _ per- 
formance. 

What advice can be given to 
British exporters? 

One of the first essentials is 
to be competitive as to prices, 
quality and delivery dates. This 
is particularly vital in a country 
like South Africa where so 
many other sources of supply 
are now available. 

Advertising has leaped forward. 
In littke more than four years 
advertisements in the press and 
on the radio have increased by 
more than 80 per cent. 

It is of the utmost importance 
to realise that the developments 
which have in recent years taken 
place in South Africa have meant 
considerable changes in the type 
of goods required. It is, there- 
fore, necessary for exporters to 
keep a constant eye on the trends 
of demand. 


Growth of industries 


The market for consumer goods 
cannot be called rosy. One of 
the chief reasons for this is the 
gradual, though impressive, 
growth of secondary industries 
which are more and more meeting 
the local needs. There have been 
hopes that the relaxation of im- 
port duties next year will help 
exporters. It is, however, con- 
sidered more than likely now that 
the South African government 
will protect their new industries 
against outside competition. 

The exporter of consumer 
goods is likely to have a keen 
fight for his business—but, here 
again, the main consideration is 
to keep up to date. 

Here is just one example. 

There is a current trend in the 
major cities to buy in the bigger 
departmental stores rather than 
with the little man. These smaller 
shopkeepers, also, are tending to 
move out of the main streets, 


| where the rents are often crip- 


pling, into the narrower side 
streets. 

Trade at the moment is not 
at its peak, and some shop- 
keepers are having to employ 
powerful aids to selling. There 
are noticeably more bar- 
gain sales, and the giving of 
credit is growing. Two trades 
said to be particularly affected 
are men’s outfitters and furni- 
ture stores. 

On the other hand, South 
Africans are not slow to take 
advantage of any new product 
which shows a real possibility of 


| catching on. For instance, power- 


driven scooters have gained con- 
siderable popularity, and in the 
first few months of this year the 
sales figures were four times 
greater than in early 1955. 


A business man who has re 
cently returned from South 
Africa gives an important view- 
point on language. And in this 
connection he has suggested that 
any industrialist contemplating 
starting a plant in the Union 
should consider the question of 
his local board of directors very 
carefully. 


Factor of language 


He has expressed the view that 
it was of prime importance to 
have an Afrikaans - speaking 
director. And for two reasons: 

@ It helps in negotiations with 

government departments. 

@ It also raises the standing of 

the company locally. 

It might also be wise to 
organise part of the capital from 
Afrikaan sources. 

One of the chief problems of 
investment in South Africa today 
is the limitation of transport. 
Improvements are being made in 
the railways system and electrifi- 
cation is gaining ground. Another 
difficulty is the shortage of good 
technicians but, here again, steps 
are being taken to overcome the 
trouble and the government have 
set up a bureau in Europe to 
encourage the recruitment of 
suitable men. 

Yet all these obstacles can be 
overcome. The motor industry 
alone shows that. Austin, Rootes 
and Ford are established in the 
Union along with other well- 
known companies in British in- 
dustry generally, including 
Courtaulds. 

Encouragement to new indus- 
tries is given by the Industrial 
Development Corporation. Its 
chairman, Dr. van Eck, has the 
power to provide capital to help 
establish and develop them, 
although that does not entail 
controlling them. South Africa 
knows how much Britain can 
help her development. When 
High Commissioner in London, 
Mr. Gerhardt Jooste, summed up 
his country’s feelings in the 
following words: “We know that 
through our economic relations 
we share in each other's 
progress.’ 


British trade 
with Cyrenaica 


THe prospects for British 
exports to the province of 
Cyrenaica, Libya, are described 


in a recent survey issued by the 
Board of Trade, It is maintained 
that there is intensive and grow- 
ing competition mainly from 
Italy, Holland and West Ger- 
many. Britain, however, has the 
benefit of a reputation both for 
the quality of her products and 
for fair play in trade relation- 
ship with the importer. 
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ACRO WIRE S&ZF SERVICE UNITS 


... it really isn’t necessary. Our silent salesmen, 
ideally sited at the Point of Sale, 

concentrating your packs for easy brand 
recognition, provide the greatest 

incentive yet to impulse buying. 


YOU can increase YOUR 
Sales by over 100°, by using Acro wire 
units. A large National Advertiser has 
recently achieved just that. 


Don’t delay! . . . get 
in touch with us now. 


For you Acro offers these advantages: 


1. Country-wide distribution by our own 
transport. 


Fullest design facilities and a large modern 
factory open to clients’ inspection. 


3. A quality job at a reasonable price. 


Write, phone or call 


. ACRO MARKETING LTD. 


9 WARWICK COURT- LONDON - W.C.I. 
Telephone: CHAncery 5654-5 
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THIS WAS A CARLTON PHOTOGRAPH 


NATIONAL PRESS ADVERTISEMENT 

AGENCY: Technical & General Advertising Agency, Ltd. 

ART DIRECTION: R.E. Fenton, A.M.LP.A. 

(R) 


ADVERTISER: Robinsons of Bristol 


Robinsons of Pastel 
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THE GRAPHIC ARTS 


—a weekly news survey 


Swiss reel-fed flat-bed 
press comes to Britain 


Straker Bros. Ltd., are to 
install the first Buhler “Duplex” 
newspaper press to arrive in this 
country—and will use it for the 
production of the Stock Ex- 
change Gazette. The “Duplex,” 
manufactured by the Swiss firm 
of Buhler Brothers, is sold in this 
country by Gordon & Gotch Ltd. 

It is a_ high-speed, flat-bed 
machine using loose type, but fed 
from the reel; thus bridging the 
gap between the usual type of 
sheet-fed, flat-bed machine and 
the high-speed rotary newspaper 
press. 

It is claimed to be ideal for 
the production of a daily news- 
paper with a circulation of be- 
tween 3,000 and 12,000 or a 
weekly with a circulation of 
around 100,000. 

The machine can be equipped 
to print large-size newspapers of 


Bushill & Sons 
celebrate their 


centenary 


Thos. Bushill & Sons Ltd., the 
Coventry printers and _ box- 
makers, are celebrating their 
centenary. To mark the occasion, 
they have a? a complete 


history of the firm. Titled 
“Bushills of Coventry, 1856- 
1956,” it is a 66-page, well- 


illustrated book, bound in hard 
covers—a production which does 
justice to the company it 
describes. 

Written by Ellic Howe, the 
Bushill story is a _ fascinating 
account of one firm’s progress, 


told in a most readable and 
interesting manner. Starting with 
Thomas Bushill opening a small 


stationery business in 1856 with 
a partner (subsequently bought 
out), whom he met in the Crimea, 
the book traces in detail the de- 
velopments through the years. 
And it proves that this famous 
Coventry firm—still in the hands 
of the Bushill family—can look 
back on its first century with no 
little pride.—a. B. 


Making Mono mats 

A special Autumn number of 
The Monotype Recorder is de 
voted to the story of how Mono- 
type matrices and moulds are 
made. Well-illustrated by many 
excellent photographs taken at 
the Salford works, it describes in 
detail every aspect of the pro- 
cesses involved. Copies can be 
obtained from The Monotype 
Corporation, price 2s. 6d. 


four, six or eight pages or tab- 
loids up to 16 and 32 pages. 
There are machines available to 
print five different sizes. 

For large-size newspapers with 
editions of up to sixteen pages, 
two identical machines can be set 
up in tandem. When this is done 
the printed web from the first 
press passes straight into the 
cutter and folder of the second 
press, where interleaving with the 
second web takes place. Adjust- 
ments make it possible to use 
tandem presses individually. 

The “Duplex” has an output of 
between five and six thousand 
copies an hour according to for- 
mat. And it is claimed that print 
quality is higher than that from 
a high-speed rotary press. 

Book production 

The machine can also be used 
for the production of books and 
can print up to 64-page books 
folded and delivered. A special 
folder is necessary for this opera- 
tion. 

For newspaper production the 
flat-bed machine is naturally far 
more flexible than a rotary press. 
Alterations to forme can be made 
without involving the cost and 
time of producing new stereos 
and cylinder make-ready. 

Impression setting can be ad- 
justed to a high degree of accu- 
racy, so that wear to type is 
restricted to a minimum despite 
high running speed. 

The “Duplex” can also be 
fitted with a rotary attachment 
capable of printing a second 
colour on the first and last pages 
of four-, six- or eight-page news- 
papers. This has a separate im- 
pression cylinder and uses rubber 
stereos. 

All auxiliary equipment can be 
built into the machine, which 
becomes a fully self-contained 
unit mounted over a pit and re- 
quiring little space and compara- 
tively little supervision, say G. & 
G. 


. o 
Church printing 
. es, 
exhibition 
An exhibition, “The Church in 
Print and Poster,” is to be held 
at Ripon Hall, Theological Col- 
lege, Oxford, for a week 
commencing November 6. 
On show will be examples of 
church magazines, posters, signs 
and similar exhibits. There will 


also be examples of suitable press 
notices for local papers. The 


purpose of the exhibition is to 
show the most efficient ways of 
using the art of printing for the 
value of the Church. 


ADVERTISER’S WEEKLY 


The Buhler “Duplex” newspaper press in operation. 


Winter meetings 


of the DPSPA 


The Display Producers and 
Screen Printers Association have 
arranged a new series of evening 
meetings to be held in London 
every month during autumn and 
winter. The programmes cover 
a number of technical and busi- 
ness problems of concern to 
members and their staffs and aiso 
include reports and discussions 
on special events or developments 
of interest to the trade. 

The first meeting will take 
place on September 18, when a 
number of council members will 
speak about the Amsterdam 
Convention and Exhibition 
organised by the Netherlands 
Association of Screen Printers 
this week. 

A large party of DPSPA mem- 
bers, led by the president, F. J. 
Lemay, are visiting Holland for 
this purpose; and screen printers 
and suppliers from Belgium, 
France, Germany, Italy, Switzer- 
land and the Scandinavian coun- 
tries will be present at the meet- 
ing. Examples of foreign screen 
printing work will be shown 
during the evening. 


PAPER BOX 
JUDGES 


The judging panel has now 
been chosen for the third British 
Paper Box and Carton Design 


Contest, 1956. Its members 
are :— 
DesiGn: Mrs. Alison Settle 


(journalist on the staff of The 


Observer and member of the 
Council of Industrial Design); 
Frank Mortimer (Society of 


Industrial Artists). 

ADVERTISING: Ceci! D. Notley 
(representing the Advertising 
Association). 

RicGip) Box CONSTRUCTION: 
A. H. Cragg (director, Boots 
Cash Chemists). 

FOLDING Box CONSTRUCTION: 
H. E. Traves (late works manager 
of a London carton manufactur- 
ing concern). 

RETAILER: W. H. Copelané 
(sales promotion manager, 
Harrods Lt4.), 

CONSUMER: Miss Jeanne Heal 
(journalist, television and radio 
broadcaster). 

The contest opens on October 
1; closing date for entries, Octo- 
ber 31. Judging will take place 
on November 20. 


New 8-colour rotogravure press 


A versatile, eight-colour, 
heavy-duty rotogravure press, 
which prints at speeds up to 
1,000 f.p.m., has been developed 
in America. Details of the new 
press are given in a recent issue 
of Printing Abstracts, published 
by the Printing, Packaging & 
Allied Trades Research Associa- 
tion. It is claimed that the 
machine can print almost every 
stock from tissue paper to 20- 
point board, aluminium foil and 
cellulose film, will take paper up 
to 46 in. in width, and will, when 
desired, print on both sides of a 
web. Each of the printing sta- 
tions is equipped with photo- 
electric register controls. A 
Scan-a-Web device also permits 
the operator to examine the mov- 
ing web by presenting a stationery 


vision of the printed surface. 

In a_ section devoted to 
auxiliary devices, details are 
given of a process camera, the 
lens of which enlarges up to 300 
per cent and reduces the 17 in. 
by 22 in. copyboard area to one- 
third size; a device which makes 
separation negatives and masks 
from colour transparencies; and 
a new cutting and creasing 
machine with a maximum board 
size of approximately 37 in. by 
52 in. 

Lithographic items include a 
new lacquer for presensitised 
photo offset plates; a discussion 
on the factors influencing the 
tone value of halftones; and a 
process for fixing lithographic 
diazotype printing foils having 
been exposed to light. 
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HOUSE EDITORS 
TO GET STRIP 
CARTOONS 


AT the Cheltenham conference of 
the British Association of Industrial 
Editors in the spring, a number of 
members said that they would wel- 
come a_ syndicated strip drawn 
specially for their house magazines. 

Now a BAIE member, Syd Robin- 
son, has produced such a strip. The 
central character is “Charlie,” a 
“foreman-type,”’ who is always get- 
ting into some trouble, or getting 
out of it with the accidental dex- 
terity beloved of strip cartoonists. 
Each strip is complete. 

Another of Mr. Robinson's efforts 
which are now available to house 
magazine editors is a series of sports 
joke cartoons. Both will be syndi- 
cated in stereo, mat, or photostat 
form, as required, at cheap rates. 


* * * 


E HEAR that young Ian Hoath, 
ex-production man at S. H. Benson 
Ltd., is enjoying himself in America. 
He went there last January—on the 
invitation of the executive secretary 
of the Oklahoma Restaurant Asso- 
ciation. Recently he has been work- 
ing on a new magazine, Oklahoma 


Today, for which he has handled 
all the art work. 

Ian has now passed the entrance 
exam. for Oklahoma City Univer- 
sity and plans to begin full-time 
study soon, working towards an art 
degree. 

But he has not deserted Britain. 
I understand that as soon as he 
has acquired this academic qualifi- 
cation he intends to return home 
and go back into advertising. 

The Hoath family is well known 
at Bensons. Ian’s father worked 
with the agency as a typographer 
until his death in 1937. And brother 
Noel—a production man, like Ian 
—has been with Benson’s for the 
past eight years. 

* * * 


ACCOUNT executive Mervyn W. 
Jude, of Central News Ltd., won a 
silver plaque and a cash prize of 
£10 for the best entry in the pottery 
section at the International Handi- 
crafts Exhibition. 


Free Paris trips 


QNE of the first stunts organised 
by Mark Stone under the auspices 
of his new PR company, Mark 
Stone Ltd., is for the new Astarte 
Films production, “The Parasites.” 
Free trips to Paris are being offered 
to patrons. 

A large poster of Jeanne Moreau, 
the star of the film, invites film- 


our spacemen 
ha ve m 0 ved because although we have 


now got two houses in Mount Street they’re 


still not big enough to hold all of us, 


therefore 


on September 12th 


the media department took up a solus position 


next mews: 


47a Reeves Mews, Mayfair, London, W.1 
Telephone (all departments) GRO 6040 (15 lines) 
This is no further from Fleet Street—if you choose 
the right angle of approach—and is still within 
shouting distance of home, namely, 


The §. T. Garland Advertising Service Ltd. 


51-52 Mount Street, Mayfair, 


London, W’.1. 


Please continue to send all mail to 51-52 Mount Street. 
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Pc! a Miri? ig 4 eee 


A group at the informal party held in the board room of Sommerville & 


Milne Lid., 


Glasgow, last Friday, when directors, senior members of the 


staff and personal business friends celebrated with 3. Bruce Omand his 


completian of 21 years with the company. 


He was presented with an 


inscribed gold wristlet watch from his co-directors by Miss Nellie Harris, 


managing director. 


Mr. Omand, who is a director of the agency, is seen 


here with (1. to r.) Mrs. J. B. Omand, Miss Harris and his mother, Mrs. Mary 
D. Omand. 


goers to leave their ‘phone number 
with the manager of the cinema. 
Then, from the cinema, a number 
is picked from a drum and rung. 
The recipient's reply to the offer of 
the trip is broadcast in the cinema. 

The first time the stunt was held, 
on Bristol’s ABC circuit, it went 
very well, he tells me. Next city on 
the list is Birmingham. 

* 


4 HE newly-formed PR firm of 
Galitzine & Partners Ltd. has gained 
one director from the Army—and 
lost another. The very day that 
Stuart Chant joined the company as 
a civilian recently released from 
active service, director and company 
secretary Sir Lindores Leslie was 
recalled as a Reservist. 

He is now a Staff Captain (Move- 
ments), wearing the uniform of his 
old regiment, the 12th Lancers— 
and not unnaturally hoping, like the 
rest of us, that the Suez Canal crisis 
is resolved as quickly as possible. 


Praise from Sweden 
for Pirie 


From Malmo, Sweden, comes a 
letter from Hugo Holstrom, adver- 
tisement manager of A. Press Ltd.'s 
Arbetet, full of praise for an 
Englishman's athletic prowess. 

Mr. Holstrom was one of those 
very friendly Vikings whom I was 
delighted to meet at A. Press’s con- 
ference in Buxton recently. 
_ The Englishman whom he praises 
is Gordon Pirie, who broke the 
world record for 3,000 metres in 
Sweden last week. Pirie was front- 
page news in Arbetet for his great 
effort, with a picture across six 
columns. 

After his great feat he visited the 
offices of Arbetet. 


Half of staff in 
savings group 

EB HEAR that quite a number of 

advertising agencies are starting 

savings groups in answer to the 

Chancellor’s “save more” appeal. 

At Service Advertising, for ex- 
ample, nearly half the staff have 
joined and they are expected to 
save £1,300 in the first year. The 
directors are also in it. 

Sidney Horniblow, managing 
director, tells me: “If every agency 
in London could make a similar 
effort think what a valuable con- 
tribution that would make to the 
national cause.” 


Additions to 
Kemp’s staff 


A COUNTY athlete and a former 
bomber pilot have joined Kemp's 
Commercial Guides Ltd. The 
athlete is D. Neilson, who has been 
tutoring for the last 10 years. He 
has joined the sales staff of Kemp's 
Directory. 

He was educated at Bedford and 
Cambridge, where he obtained a 
Master of Arts degree. He served 
as a Major in the Seaforth High- 
landers during the war, represented 
the Army and the AAA at 
Athletics, and won Middlesex and 
Bedfordshire county colours. 


* * * 


EBOMBER pilot Kenneth Evans 
has also joined the staff of the 
company. For a brief spell he has 
acted as assistant to Cmdr. John P. 
Turner on Kemp's Film and Tele- 
vision Directory, but is now about 
tO commence operations as execu- 
tive in charge and advertisement 
manager for the British Journal of 
Physiotherapy, a monthly publica- 
iion which Kemp’s have taken over 
and will produce from November 
onwards. 

During the war Mr. Evans was 
with Bomber Command as a pilot. 
Since then he has spent a consider- 
able spell as branch sales manager 
with Encyclopedia Britannica in 
Manchester, Glasgow, «Liverpool! 
and other provincial centres. 


His outside interests, I am told, 
include cricket, bridge and haute 


bey CONTACT 


WEEK'S WISECRACK 


~“ 


“The trouble with the pos- 
ter people, old boy, is that 
they have buried their 
heads in the Sandys.” 
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@ HERE ARE THE 


STATISTICS YOU NEED... 


MEDIA PLANNING EXECUTIVES 


will consider this 


VITAL INFORMATION 
EMAP cnrouwr offers the only com- 


plete coverage of a wide and prosperous area, 
stretching from the industrial Midlands to the 


Norfolk Coast, through the fertile Fens from 


Lincolnshire to Suffolk and North Essex. 


Newspaper Circulation Area Circulation S.C.J. Rate 
NORTHAMPTONSHIRE Kettering, Peterborough, d 
EVENING TELEGRAPH Wellingborough, Rushden, 49,668 : 


(Daily) 


Market Harborough, Corby, etc. 


Excluding Sports Editions 


126 


PETERBOROUGH CITIZEN 
AND ADVERTISER 
(Twice Weekly) 


Premier City paper, circulating also 
in Northants, Lincs., Rutland, Cam- 
bridgeshire, Isle of Ely and Hunts. 


40,510 


17 6 


KETTERING LEADER SERIES 
5 papers, including 

MARKET HARBOROUGH 
ADVERTISER 


Kettering, Corby, Wellingborough, 
Rushden, Higham Ferrers, Thrapston, 
Raunds, Oundle and Market Har- 
borough. 


22,024 


13 


LYNN NEWS AND 
ADVERTISER (Twice Weekly) 


King’s Lynn, West Norfolk and the 
Norfolk Fens. 


42,123 


17 


LINCOLNSHIRE FREE 


PRESS (Weekly) 


Spalding, Holbeach, Long Sutton, 
— Bridge, Bourne, Lincolnshire 
ens. 


20,068 


10 


LINCOLN, RUTLAND AND 
STAMFORD MERCURY SERIES 
(Weekly) 


Stamford, Spalding, Boston, Ketton, 
Oakham, Uppingham. 


28,202 


ISLE OF ELY AND WISBECH 
ADVERTISER (Twice Weekly) 


Wisbech (Capital of the Fens), 


March and surrounding Fenland. 


18,355 


8 


BURY FREE PRESS SERIES 
(Weekly) 


Bury St. Edmunds, Thetford, Stow- 
market, Sudbury, Newmarket. 


35,713 


6 
6 
0 
12 0 
6 
6 


16 


TOTAL ABC CIRCULATION 


* EMAP GROUP RATE SAVES 13/- per inch (on 
aggregate) and costs only 4.4d. per inch per 1,000 sales. 
ONE block only required (saves your production costs). 


% An advertisement in the EMAP Group provides a far 
higher degree of penetration than is usually to be found, 


(Jan.-June ’56) 


offering circulation in excess of numbers of inhabited 


houses, and an A.B.C. Net Sale of approximately one- 


third of the population. 


256,663 


95’- 


EAST MIDLAND 
ALLIED PRESS 


Group Advertisement Controller : 
JOHN NUTTALL, 8, Breams Buildings, Fetter Lane, London, E.C.4 
CHAncery 2555. 
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PUBLICATIONS IN THE NEWS 


A magazine for 


space-travellers 
Spaceflight is the name of a new 
magazine published by the British 


Interplanetary Society and devoted 
to the science of asironautics. Bi- 
monthly, it will be issued free to 
members of the socicty and sold at 
3s. to the general public. The first 
issue, consisting of 48 pages and 
cover, will have a print run of 
10,000 copies and be ready on Octo- 
ber 7. Advertising—page rate £30 
is being handled by Cheiron Press 
Ltd. 


* + 4 

Speight Publications (London) 
Ltd. announce that they have ac- 
quired the title of The Hobby and 
Model Stockist. This will be in- 
corporated with their Toy Trader & 
Exporter with effect from the Sep- 
tember issue. Plans are in hand for 
the first edition of a new annual 
Hobbys Model Stockist Buyers 
Guide. With effect from Septem- 
ber 1, the company is increasing 
advertising agents’ remuneration to 
15 per cent. 

x * * 

The Tailor & Cutter September 7 
issue was a special number to ccle- 
brate the magazine’s 90th anniver- 
sary. The biggest yet published, it 
comprised 108 pages, of which 72 
pages were advertisements. 

* * # 


Latest ABC figure of The Jewish 
Observer is 15,877 a week 


A £100-a-week cover title com- 
petition wifl begin in John Bull next 
week. Readers will be asked to give 
a title to the cover of each week's 
issue, £100 going to the winner and 
£25 to the newsagent supplying the 
winner in each case. Next weck’s 
issue will also include an eight-page 

“ideal kitchen” supplement. 
_ Extensive and large-scale adver- 
tising in the national press and in 
the Financial Times and Radio 
Times (Scottish edition) will support 
the issue. 

*K * + 

In Woman next week will begin 
the Duke of Windsor’s story of how 
he planted an English garden in the 
heart of France. Advertising in the 
national press will support the issue. 

* * * 


_ Good Housekeeping’s October 
issue, containing a free 16-page 
booklet and a 16-page supplement, 
will be advertised in the Daily 
Express. 

* + 


The Autumn Fashions number of 
Vanity Fair, published September 19, 
will be publicised by a four-column 
ad in the Daily Mirror. 

* na * 

Beaverbrook Newspapers Ltd. are 
to take over at the beginning of 
October the periodicals of the News 
of the World’s publications depart- 
ment including TY Comic, TY 
Comic Annual and Rocket. 

* + * 

The classified advertisement rate 
in the Edgware Post group went up 
from 2d. to 3d. per word from 
last week’s issue. 
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WOMANS JOURNAL 
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Come in, Aggie. 


3rd FLOOR MET! 
63 QUEEN VICTORI 


“*Mind if I come in and have a look?”’ 
If looking makes you want 
to buy, we have done our job at 


DESIGNED PRODUCTS LTD 


tOPOLITAN BUILDINGS 
STREET, LONDON, E.C.4 
4762-3 


CITY 


Three features of the October issue 
of Woman’s Journal will be the start 
of “The Marlboroughs” by David 
W ynne-Morgan and a new serial by 
Georgette Heyer, and a needlework 
competition with £500 in prizes. 
Large space advertising in the 
national press, including a full page 
in the “Daily Mail,” will publicise 

the issue. 

* * 

Top Gear, the Scottish motoring 
magazine, will be running two 
special issues covering the Motor 
Show. The October issue will be a 
pre-Show number, and the Novem- 
ber issue will carry a report, with 
illustrations and details of all new 
models. 

* * * 

The September issue of The 
Plumbing Trade Journal carries the 
first of a series of classified informa- 
tion sheets designed to present 
design data in an easy reference 
form for plumbers, sanitary and 
heating engineers. The sheet 
measures 9} in. by 114 in. and is 
folded once and pinned in a facing 
matter position. The reverse of each 
sheet is designed to carry an adver- 
tisement. 


Adventure paper 


Safari, a new magazine dealing 
with foreign adventure, will be pub- 
lished monthly by Weider Publica- 
tions Ltd. from October 15 at 2s. 
The first print order is for 30,000. 
The magazine will carry advertise- 
ments at £50 per page and pro rata. 
Distributors are the International 
News Co. and advertising repre- 
sentatives are the Aldwych Press. 
Figure and Beauty, also Weider 
Publications, will be published 
monthly instead of bi-monthly from 
next January. 

* * 

Motor Transport § (Associated 
lliffe) is to publish three special 
numbers covering the Commercial 


Motor Transport Show at Earls 
Court from September 21 to 29. 
” * * 


Norsk Dameblad, of Norway, 
which since the war has appeared 
first as a monthly and then as a 
fortnightly, will revert to its pre- 
war frequency as a weekly from 
October 1. UK agents are Albert 
Milhado Ltd. 

* ” * 

The special September Grimsby 
Centenary number of World Fish- 
ing carries a record number of 


advertisers—138. At a luncheon 
given by World Fishing to all 
trawler owners, when the guests 


included the Mayor of Grimsby, the 
Mayor of Cleethorpes and Kenneth 
Younger, MP, a silver tankard was 
presented to the World Fishing 
“Top Boat of the Month” skipper. 
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We Hear 


Northcliffe Newspapers Group 
Ltd. is now issuing a new set of 
certified net sales cards covering 
their sixteen papers. Each of these 
is backed with a map of the paper's 
circulation area and gives percentage 
sales in each part of the area. 

* * * 


A request to approve a publicity 
committee’s recommendation to con- 
tribute a sum of £266 13s. 4d. a 
year to the British Travel and Holi- 
days Association will be put before 
the Scarborough Town Council at 
its next meeting. 

* * + 


The British Kinematograph 
Society has organised a course of 
lectures on 16 mm film presenta- 
tion. Lectures will be held every 
Friday, beginning on October 12, 
when the course will be opened by 
the president, Dr. F. S. Hawkins. 

* * * 

Frank Brown, who has been Jack 
Hylton’s publicity manager for the 
past seven years, is now also hand- 
ae the press relations of Jack 
Hylton acoriies programmes. 

* * 


Walter "Brian are holding an ex- 
hibition on screen process printing at 
the Studio Club from Monday for 
about a fortnight. 

* * * 

Prizes totalling 300 guineas for 
essays by farm employees on the 
development of farming techniques 
in the future are announced by The 
Farmers’ Weekly. 


149,000 attended 


The Family of Man Exhibition at 
the Festival Hall which was spon- 
sored by Picture Post and the United 
States Information Service, was 
visited by approximately 149,000 
people in one month. 

* oe * 

Kenneth Pitt Associates have been 
commissioned to handle publicity 
for the forthcoming visit of Lione! 
Hampton and his orchestra. 

* — * 

The John Bretton PR organisation 
have been appointed to handle a PR 
campaign for the Martin Ford chain 
of ladies’ wear shops. 

* aa * 

Two Dutch music magazines 
Musica and Het Maandblad — are 
organising visits for their readers to 
the Daily Herald National Brass 
Ba Championship Festival in 
London on Saturday, October 27. 


Photo week 


From Monday, November 26 to 
Saturday, December 1, the Photo- 
graphic Dealers’ Association will 
hold a National Winter Photography 
week. Arrangements for the week 
are being handled by Howard S. 
Cotton Ltd. 

* 


“The. p of Glass Con- 
tainers” is the title of the first of 
a series of leaflets that are being 
published by the Glass Container 
Publicity Committee. 

* * *x 

Road signs in English and Arabic, 
illustrated by pictures of a Hoover 
cleaner and washing machine, have 
been erected along the main high- 
ways between Mecca and Jed 
and between Taif and Mecca by Mr. 
Jamil M. Haroon Dehlavi, Hoover 
distributor in Saudi Arabia. 

* * * 


W. Horace Biggs Press Organisa- 
tion Ltd. has been appointed Lon- 
don representative for the Loch- 
gelly & District Times and Cowden- 
beath Advertiser. 
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A ustralorp, Rhode Island, Leghorn, Sussex ; there is hardly a part 
of the world that has not contributed something to the 
vocabulary of poultry raising. And farmer tending chickens is a 
traditional scene as valid for Kent as for Carolina or the Cape. In 
recent times, however, the scene has changed in one small, but important, 
particular. The meal now comes to the farm in paper sacks—multiwall 
sacks, strong, of several thicknesses—that bring the feed clean and 

then go for burning. Quietly, these paper sacks have effected a 

revolution in the hygienic carriage of all kinds of materials, from 

poultry meal to chemical powders. And this revolution is by no means 
confined to farming. Manufacturers now use Bowater packaging for all manner 
of goods. Shop windows, shelves and counters are gayer, neater, cleaner— 
thanks to protective Bowater wrappings. The tree from the far-off Bowater 
forest is much more today than just a provider of newsprint. Your cleansing 
tissues, madam; your hardboard, sir: all owe their origin to that most 


versatile of raw materials—timber. 
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The harvest of the forest is given many forms by BOWATERS 


THE BOWATER PAPER CORPORATION LIMITED 


Great Britain United States of America Canada Australia South Africa Republic of Ireland Norway Sweden 
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Prestige boost 
for Escoffier 


With the appointment of 
MacLaren Advertising Co., Ltd., 
as agents, Escoffier Ltd. have 
announced new advertising plans 
for the UK, USA and Canada. 
To support their products a pres- 
tige campaign is being planned 
and will be launched this month. 

The UK campaign will feature 
the trio of sauces created by the 
firm’s founder, George Auguste 
Escoffier—Sauce Robert, Sauce 
Diable and Sauce Melba. The 
media schedule in the UK in- 
cludes “Good Housekeeping,” 
“Woman & Home,” “Homes & 
Gardens,” “Housewife” and 
“Punch.” Full pages in “The 
Grocer” will announce the cam- 
paign to the trade. 


Large TV drive for 
Baron’s cigarettes 


Five spots a week, on all stations, 
have been booked for Carreras Ltd. 
On an extensive television schedule 
for Baron's cigarettes. 

The London commercials started 
last week, and spots will also com- 
mence this month in the Midlands 
and North, 

The campaign has begun with 
two 60-second commercials fea- 
turing Donald Gray, and a 15- 
second pack animation, and the 
spots introduce a new jingle. Tele- 
vision advertising is supported by 
Press advertising, posters and point- 
of-sale material. iivcontys Ltd. are 
the agents. 


Cerebos to launch £2,500 Bisto 
competition on commercial TV 


Spots on commercial television from all stations will be used tomorrow 


(Saturday) to launch Cerebos Ltd.'s 
your-money contest.” 


Spots will continue to 


“£2,500 best dishes with Bisto double- 


appear on all channels 


during the period of the contest which ends on November 30. 


There are ten first prizes of £100 each. 


When the judges have selected 


the winners they can double the £100 to £200 if the winner can produce 


and eight-ounce or 16-ounce packet of Bisto on demand. 


One thousand 


consolation awards of 10s. each will also be given away. 
Press advertising to back up the television starts on Sunday with a large 


space in the News of the World. 


together with national dailies, magazines, women’s journals, 
Point-of-sale material 
forms have been sent to grocers all over the country. 


vincials and trade press. 


Pemberton 


SHOE CAMPAIGN IN 
SOUTHERN IRELAND 


Moccasin Shoemakers, Kilkenny, 
Southern Ireland, a branch of the 
Airborne group of companies, are 
launching the New York Girl range 
of shoes in Southern Ireland this 
month. 

The campaign opens with half- 
pages in the leading morning, even- 
ing and Sunday papers and whole 
pages in the weekly and monthly 
journals. 

These will be followed up by 
11-inch triples and half-pages. 

Importance has been given to 
window displays which have been 
designed and controlled together 
with pelmets, motto cards, price 
tickets and the press campaign by 
Allardyce Palmer Ltd. 


Having founded, 


available to 
Development of a 
Product Business 


standing top-level 


Getting SALES 
Getting TOUGHER! 


developed and then sold one 
Food Product Business whose Brand name is 
to-day a household word here and throughout 
the World, I now have a certain amount of time 
contribute 
reputable Branded Food 
preferably 
Southern half of England. 
nearly a quarter of a century’s practical business- 
building experience combined with my long- 
Food Trade connections 
might be of some value to you on a Consultative 
basis, in your determined and organised tackling 
of your current Marketing problems, why not 
write me confidentially as below for a mutually 
non-committal preliminary meeting. 


towards the Sales 


located in the 
If you think that 


‘*‘MARKETEER”’ 
Box 4458 


Other Sunday papers will be used 


selected pro- 
and competition entry 
Agents are Alfred 


Heinz sales drive 
The first British agency appointed 
by H. J. Heinz Co., Ltd.. for export 
advertising, Export Advertising Ser- 
vice Ltd., are planning a drive in 
Mediterranean and tropical markets. 
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More publicity 


for brassieres 


Another big advertising campaign 
for brassieres will soon be unde: 
way when Gossard market the 
Perma-lift, “the bra with the 
patented Magic Inset.” This is a 
brassiere that has been a great 
success in America. 

Advertising is being handled by 
A. S. Dixon Ltd., and starts with 
a half-page in the Daily Express 
followed by two Il-inch doubles. 
Other advertisements include a ful! 
page in two colours, a half-page in 
two colours “y's half-page tn black 
and white in oman; three half- 
pages in black and white in 
Woman's Own; a half-page and two 
104-inch by four column spaces in 
the Daily Mirror; and 11-inch 
doubles in 12 leading provincial 
papers. 

There will also be editorial-type 
publicity in Vogue, Harpers’ Bazaar, 
Woman and Beauty, Woman's 
Journal, Vanity Fair, Good Taste 
and Modern Woman. 


CURRENT ADVERTISING AT A GLANCE 


Accounts 


LEEDS PERMANENT BUILDING 
SOCIETY; MCMICHAEL 
RADIO LTD. Accounts for 
J. Walter Thompson Co., Ltd., 
from October 1. 

H. J. HEINZ CO., LTD. (export 
advertising) for Export Advertis- 
ing Service Ltd. 

ESCOFFIER LTD., for MacLaren 
Advertising Co., Ltd. Campaign 
using Good Housekeeping, 
Woman & Home, Homes & 
Gardens, Housewife, Punch and 
The Grocer. 

BRUMMER LTD. 
of wood stoppings, fillers, sealers 
and putties, for Scientific Pub- 
licity Ltd. Campaign continuing 
in provincial weeklies, specialised 
and trade press. 

JOH™ LINE & SONS LTD. (new 
branch in Middlesbrough) for 
Armstrong-Warden Ltd. 

Campaigns 

GOSSARD LTD., using Daily Ex- 
press, Daily Mirror, women’s 
journals and provincial papers 
- new brassiére. (A. S. Dixon 
Ad.) 

DUNHILL FILTER TIP CIGAR- 
ETTES, using national magazines, 
London evenings and commercial 
TV. (G. S. Royds Ltd.) 

KEYSTONE KNITTING MILLS 
LTD., using national press, 
women’s magazines, trade press 
and commercial TV. (Pictorial 
Publicity Co. Ltd.) 

MOCCASIN SHOEMAKERS, 
using morning, evening and Sun- 
day papers, and weekly and 
monthly journals in Southern 
Ireland. (Allardyce Palmer Ltd.) 

POLYCELL PRODUCTS LTD., 
using commercial TV from Bir- 
mingham and Manchester. (Alfred 
Pemberton Ltd.) 

PIFCO LTD., using national dailies, 
Sundays and women’s magazines 
for hairdryer and _ vibratory 
massager. (S. C. Peacock Ltd.) 

XZIT (GB) LTD., using national 
dailies and Sundays for new 
household soot remover, Stop- 
soot. (S. C. Peacock Ltd.) 

G. T. FULFORD (OF CANADA) 
LTD., using London evenings for 
Snug Denture Cushions. (S. C. 
Peacock Ltd.) 


manufacturers 


BURROUGHS WELLCOME & 
CO., using canine and sporting 
press and selected magazines and 
local newspapers for Epivax, pro- 
tection against hardpad and dis- 
temper; renewal campaign for 
Wellcome brand veterinary 
medicines in farming press and 
selected newspapers. (Armstrong 
Warden Ltd.) 

SHERDLEY TABLE GLASS- 
WARE & RAVENHEAD STEM. 
WARE, using hotel and catering 
and pottery trade papers. (Arm 
strong-Warden Ltd.) 

CARRERAS LTD., using comme: 
cial TV for Baron's cigarettes 
(Greenlys Ltd.) 

FIRECREST NYLON 
SCRUB, using Radio 
(G. S. Royds Ltd.) 

VINE PRODUCTS LTD., using 
national, provincial and _ trade 
press, and commercial TV _ for 
Egg Fillip and Quiz. (Service 
Advertising Ltd.) 

MARLEY FLOORINGS LTD. 
using national, trade and handi- 
craft press for Marleyfilm, new 
Vinyl surface. (E. Walter George 
Ltd.) 

CEREBOS LTD., using commercial! 
TV, national dailies, Sundays 
magazines, women’s magazines 
trade press and _ point-of-sale 
material for Bisto competition 
(Alfred Pemberton Ltd.) 

RADIATION GROUP SALES 
LTD. (SOLID FUEL DIVISION), 
using Sunday Express, national 
magazines, women's journals 
home interest magazines and 
trade press. (F. C. Pritchard. 
Wood & Partners Ltd.) 

GOURMET & CO., LTD., using 
national dailies, Sundays, maga- 
zines and trade press for Witch 
and Imp soot destroyers. (C. P 
Wakefield Ltd.) 

REMINGTON RAND LTD., using 
national dailies, Sundays, London 
evenings and magazines for Four- 
Most electric shaver. (G. Street 
& Co., Ltd.) 

MAGIC MARGARINE, 
national and provincial papers, 
women’s magazines and trade 
press. (Mather & Crowther Ltd.) 

EPICURE PICCALILLI, using 
Daily Mirror, Daily Sketch and 
trade press.” (Service Advertising 
Co., Ltd.) 


PAN 
Times 


using 
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&22s0 MORLEY 
Fashlhiom Award 195G 


I. & R. Morley Ltd. have decided to award a grant of £250 
to encourage the craft of fashion journalism. The Award is 


under the auspices of the Women’s Press Club of London. 


Any woman journalist who is under 25 years of age on 
November ist. 1956, and with twelve months’ journalistic 
experience on the staff of a magazine or newspaper, can enter 
for the 1956 Morley Fashion Award. 


Entrants will have to answer three questions on fashion writing, 
and the winner will receive a grant of £250 to enable her to 
visit the collections in Paris, Rome or Milan. Final entries will 


be judged by the following panel of experts: 


Miss Evelyn Drury 
Chairman of the Women’s Press Club) 
Miss Phyllis Bayley 
(Editor of Vanity Fair 


Mrs. Madge Garland 
(Hon. A.R.C.A.) 


Miss 


Winefride Jackson 


(Fashion Critic of the Daily Telegraph) 


Miss 


Ann Scott-James 


(Women’s Page Editor of the Sunday Express) 


Miss Audrey Withers 
(Editor of Vogue 


The set questions and rules concerning the Award can be obtained from 


Women’s Press Club of London Ltd., 
52 Carey Street, London, W.1. 


kK Please mark your envelope “Morley Fashion Award”. All entries for the competition must be in by November 30th. 1956 
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Designed for the House of Seagram Lid., by John Hobson & Partners Ltd., 


is this Captain Morgan rum poster. 


It is a three-set unit of 16-sheets and 


in all 18 colours are used. Printers: are A. A. Clarke & Co., Ltd., Ealing. 


New men and accounts for JWPS 


John Webb Press Services Ltd. 
announce that the company has 
been strengthened by new 
appointments and _ important 
national accounts. Tom Hewert- 
son has resigned his appointment 
as London-based staff reporter 
and motoring correspondent of 
the Press Association to join the 
board and staff of JWPS as 
editorial director. 

Alec Harris, head of Harris 
Displays, has also joined the 
board along with Leslie Noble, a 
well-known London accountant. 

The founder of the company, 
John Webb, has been appointed 
chairman in addition to his posi- 
tion as managing director. 

Ramsay Maaule and Anthony 
Sloga remain on the board, the 
latter as director in charge of 
aviation accounts with Anthony 
Good assisting him on the Silver 
City Airways account from 
JWPS’s Ferryfield Airport office. 

Mr. Webb, in a statement this 
week, said: “The new arrange- 
ments have been made with a 
view to developing our service 
beyond the motoring and aviation 
subjects in which we _ have 
specialised for three years. 

“In this connection we have 
recently acquired some new and 
important national accounts, in- 
cluding the Bass & Worthington 
brewery companies, “Scotchlite” 
and the Secretary Copying 
Machine divisions of the Minne- 
sota Mining and Manufacturing 
Company, Southern Counties Car 
Auctions Ltd., the Astra Car 
Company Ltd., and Mallory Park 
Racing Circuit.” 

Increased office space in Grand 
Buildings, Trafalgar Square, has 
been leased. 


This promotional unit, designed by 
Service Advertising Ltd. for Vine 
Products Ltd., is now appearing in 
off-licences throughout the country. 
The unit is part of a campaign 
launched at the beginning of Sep- 
tember for Egg Fillip and Quiz. 
Advertisements will appear in the 
national, provincial and trade press, 
and on commercial TV. 


Ad reps for new 
trade papers 


Advertisement representatives 
of the three new trade papers 
announced last week by M. R. 
Musson, managing director of 
Musson Trade Press Ltd.—Rain- 
wear, Domestic Heating, and 
Woolshop and Baby Linen Stores 
—will be named shortly. 

The company has two directors, 
Mr. Musson and V. M. Musson, 
and a nominal share capital of 
£100. Mr. Musson states that 
his company is entirely indepen- 
dent of any other publisher 
except the parent company 
Musson Publications Ltd. 


TV pulls exhibition inquiries 


Stand space at the East Mid- 
lands and Leicester Home Life 
Exhibition has been taken by 
Finn Shoes Ltd., who recently 


launched a new type of children’s 
shoe, which the makers guarantee 
will not need repair in less than 
three months. 

Following a spot in TV Adver- 
tising Ltd.’s shopping magazine, 


“A Woman’s World,” numbers 
of inquiries for the names of 
local stockists are being received 
at the stand. 

In addition to the magazine 
spots, a series of 30-second and 
7-second commercials have been 
booked from now until the 
spring. The account is handled 
through the Leicester office of 
Ripley, Preston & Co. Ltd. 
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CLASSIFIED ADVERTISEMENTS 


RATES: APPOINTMENTS VACANT, 4s. per lime, 45s. per display panel inch. 


APPOINTMENTS WANTED, 3s. 6d. per line, 40s. per displa 
classifications, 4s. 6d. per line, 50s, per display panel inch. Minimum, 3 lines. 


No. charge, one line plus Is. covering po 


y panel inch. All other 
Series rates on application : all 


stage, etc. 
advertisements under seven insertions MUST BE PREPAID. Address *‘Advertiser's 
Weekly,”’ 180, Fleet Street, London, E.C.4. WATerioo 3388 (Ex. 25). 


APPOINTMENTS VACANT 


This 


Write or "phone : 


ERWIN WASEY & CO. LTD. 


require an experienced 


DETAIL SERVICE MAN 


an opportunity to work closely with executives on 
interesting National accounts. 


Applicants must have a sound knowledge of production and 
agency routine, and be between 22 and 26 years of age. 


TRAFFIC MANAGER, 
BROOK HOUSE, PARK LANE, W.I. 


MAY fair 8171. 


COPYWRITER 


Reid Walker Advertising re- 
quire an adaptable, young 
copywriter. The person we 
are looking for should have 
had one or two years’ Agency 
experience, and be able to 
write strong selling copy for 
comparatively small spaces. 
Cheerful working atmosphere. 


Write to us at Effingham 
House, Arundel Street, Lon- 
don, W.C.2, or ‘phone 
COVent Garden 2871. 


SPACE SALESMAN required for old- 
established monthly industrial journal 
offering plenty of scope for keen 
young man This is a permanent 
position and the successful applicant 
will be given his own territory on a 
salary, commission and expenses basis 
Box 4368 Ad. Weekly 180 Fleet St EC4 


ASSISTANT. Vacancy 
occurs in Production Section of Pub- 
licity Department of large electrical 
engineering organisation in S.W 
Lancs, for experienced Male Assistant, 


age 30-40. Permanent Staff position 
with contributory pension fund and 
good staff conditions Please write, 


giving details of qualifications, age, 
when available and approximate salary 
required, to 

Box 4425 Ad. Weekly 180 Fleet St EC4 


ADVERTISEMENT REPRESENTA- 
TIVE. An opportunity has arisen for 
a young man to sell space for a 
general industrial magazine which is 
undergoing expansion He will be 
required to cover Greater London and 
to go to a few industrial centres in 
the provinces. Long experience is not 
necessary but he must be intelligent, 
able to work hard, and be of present- 


able appearance A good initial 
salary, plus expenses, will be paid to 
the right man who must have ‘a 


current clean driving licence. Reply to 
Box 4465 Ad. Weekly 180 Fleet St EC4 
ADVERTISING REPRESENTATIVES 
required, male or female, for official 
publications, guides, etc. References 
required and replies to all applicants 
Box 4426 Ad. Weekly 180 Fleet St EC4 


ADVERTISEMENT 
REPRESENTATIVES 


One resident in Manchester area and 
another resident in Yorkshire area, 
required for permanent and pro- 
gressive post on established Trade 
Journal with 12,000 monthly guaran- 
teed circulation. Income should 
exceed £2,000 first 12 months. Salary, 
commission, expenses and super- 
annuation scheme. Applications must 
be accompanied by full details of past 
sales experience. Reply 


Box 4461 
Advertiser's Weekly 180 Fleet St €C4 


controls. A specialist, 
to widen his experience, 
qualifications : 


developments ; 


salary. 


salary required, 
Brown Ltd., 


Immediate Opportunity 
ADVERTISING DEPARTMENT 


requires 


ASSISTANT 


(under 30 years of age) who can put an effective shoulder behind 
the press advertising, public relations, 
activities of the world’s leading manufacturers of automatic 
particularly in direct mail, who wishes 
would 
H.S.C. or equivalent; 
ability to write precise English ; keen interest in technological 
even keener interest in advertising techniques ; 
creative and administrative skill. 


and sales promotion 


be welcome. Essential 
exceptional intelligence ; 


Products advertised range from the most attractive room 
thermostat yet developed to flight controls for a modern aircraft. 
The successful applicant will justify a generous commencing 
He wil! be actively encouraged to keep pace with a 
rapidly expanding (American) Company. 
to Advertising 
1 Wadsworth Road, Perivale, Middlesex. 


Write briefly, stating 
Manager, Honeywell- 
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APPOINTMENTS VACANT 


MARKET RESEARCH HEAD 


A young executive, age 30 to 40 with modern techniques of 
market research required to head new department with 100-year- 
old North British Rubber Co. currently engaged in a £3,000,000 
modernization and expansion programme in conjunction with 
the United States Rubber Co., one of America’s largest rubber 
The company is preparing to market aggress- 
ively existing and new rubber and plastic products in the field 
Footwear and General Mechanicals. 
should have a knowledge of statistical method to degree standard 
and should have spent a number of years in this type of work. 
A man with real initiative and desire to reach a position of 
responsibility is the one being sought. 
and experience should be addressed to 


manufacturers. 


of Tyres, 


The Industrial Relations Division, Castle Mills, Edinburgh, 


Applicants 


Details of qualifications 


EXPANDING Trade 


require, 


He 


ASSISTANT 


and 


small details 
of age, 
etc., 


& Co., Ltd., 
Ww.l 


for their 


at present, 


experience, 


57-61 


Press 
London office, a 
young and ambitious space salesman 
should be a hard worker 
some years of practical 
He should, 
“on the road.” 


essential. 


Publishers 


with 


experience. 
be employed 
The man we require 
should be aged between 24-30. We 
can offer a promising future career 
as well as very satisfactory terms now, 
by way of salary and commission. 
Present staff know of this vacancy 
Box 4464 Ad. Weekly 180 Fleet St EC4 
PRODUCTION 
AGER required by London publisher. 
Knowledge of printing, blocks, 
typography 
able to co-ordinate a large number of 
Write full particulars 
salary 
to Box A.C.22317, Samson Clark 
Mortimer St., 


MAN- 


paper 
Must be 


required, 


LETTERING & FIGURE ARTISTS 


For show cards and window displa 
backgrounds. 


pply: 
E. enees. Display Manager, 
True-Form, 333 Oxford St., W.1. 


HYD. 9626. 


Knowledge 
— an advantage. 


of Sil 


TECHNICAL ILLUSTRATOR required 
as Visiting Teacher at Epsom & Ewell 
School of Art (Surrey County Council) 


for one day weekly (9.45-12.45 and 


MEDIA PLANNING DEPARTMENT. 
Leading London Agency requires 
assistant, preferably with previous 
experience of Media Estimating and 
Scheduling. Accuracy with detail and 
figures essential. Interesting position, 
working (under supervision) on major 
National Campaigns. (Own Staff 
advised.) Please write, giving details 
of previous experience and salary re- 
quired, to 
Box 4467 Ad. Weekly 180 Fleet St EC4 


SPACE SALESMEN 
REQUIRED 
For controlled circulation E 
Journal in London, Birmingham, 
and the Black Country, excellent rem 
ation and prospects. 
Write 
ADVERTISEMENT MANAGER 
Production Capacity Bulletin 


ineering 
a 
uner- 


3 Martineau St. Birmingham 2. 


MARKETING MANAGER. A National 
Food Manufacturing Company, dis- 
tributing its branded products through 
the grocery trade, requires an experi- 
enced Marketing Executive. The 
successful applicant must be, at the 
moment, an Account Executive in an 
Agency, or is operating in a large 
company which continually promotes 
its products to the consumer through 
the distributor, The marketing opera- 
tions will be supported by a virile 
sales force. The company is progres- 
sive in its outlook and personnel 


2-4), preferably Wednesday, beginning Policies and sad repared to pay an 
late deovember Applications as soon adequate salary for the services of a 
as possible to The Principal, 1 Church inn = _ a 4 =aen a 
} ’ ps m ic x . , 
5 —. Epsom, Surrey. (Tel. : Epso cree & Rg B- 
PRODUCTION Vacancy for 


Manchester Agency requires 
first class production man, 
age 25/30. Sound knowledge 
of typography, process work 
and ability to follow work 
through. Able to work with 
minimum of supervision and 


a keen eye for 
essential. 5 day week. Full 
details in confidence to:— 


The Secretary, 


A. H. KNOWLES LTD., 
PICCADILLY, 
MANCHESTER, 1. 
"Phone DEAnsgate 3681. 


11, 


detail 


TRANSPORT & 
OUTDOOR 
ADVERTISING 


SALESMAN 
in 
old-established company with 
national interests. 


Selling experience essential. 
Age about thirty. 


Write giving full details to 
Box 4492 


Advertiser's Weekly 180 Fleet St €C4 


ADVERTISER'S WEEKLY 


CLASSIFIED ADVERTISEMENTS te > 


Unusual Opportunity 
for an experienced 


VISUALISER/ 
LAYOUT MAN 


He must be capable of 
taking his visuals 
to the finished rough stage 


We say unusual because the position seems to us to 
offer a number of advantages :— 


— 


. Generous starting salary. 


nN 


. A pension scheme. 
. A generous profit-sharing scheme. 


3 

4. The opportunity to work in a particularly 
happy atmosphere, in a new modern 
building in the West End. 


5. The chance to join, at the right moment, a 
well established (27 years) agency that is 
expanding rapidly under the direction of 
some very experienced advertising men. 
The right man could “ dig in ” and share in 
the success of an enthusiastic team. 


6. The opportunity to work on important 
National accounts that are leaders in their 
fields and where a high professional 
standard of presentation and typography 
is called for. 


7. The opportunity to take, in time, a good 
measure of responsibility—which would 
mean supervising the original conception 
right through to the proof stage and having 
the satisfaction of seeing good work in print. 


This is a position for a youngish man who has the 
advantage of a thorough agency training but who 
now wants wider scope for his ability. (Our staff 
know of this advertisement.) 


If the position appeals to you, please write now, to 


Box 4471 
Advertiser’s Weekly 180 Fleet St EC4 


Phone your classifieds 


to WAT 3388 (Ex. 25) 


hrs sa. 
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APPOINTMENTS VACANT 


ADVERTISER'S WEEKLY 


TO GET ON... 


. . remember that Benson’s is 
an expanding agency and at 
the moment there are vacan- 
cies for Production men and 
women. We are looking for 
people in the early twenties 
with agency experience who 
want to make the most of their 
abilities. (The pension scheme, 
the staff restaurant and the 
sports club are also worth 
bearing in mind.) 


Write giving age, experience, and 


salary required to: 
THE PRODUCTION MANAGER, 
S. H. BENSON LIMITED, 
KINGSWAY HALL, W.C.2 


ADVERTISING AND SALES MAN- 
AGER, located in Liverpool, requires 
competent and intelligent assistant 
Duties would embrace catalogue and 
Print production also assistance with 
direction of travellers and general sales 
administration here is plenty of 
variety and scope for progress to the 
right man. Pension scheme. Canteen 
Send full details of experience, educa- 
tion and state age and remuneration 
expected to 
Box 4476 Ad. Weekly 180 Flee: St EC4 


YOUNG ARTIST for sma!! busy studio 
Good lettering essential! 
work an advantage State 
salary required. 

Box 4473 Ad. Weekly 180 Fleet St EC4 


General 
and 


age 


i 
| 
| 


MAKE-UP CLERK. Interesting and 
responsible position for experienced 
person on professional monthly. Full 
details age, etc., to 
Box 4485 Ad. Weekly 180 Fleet St EC4 


LONDON ADVERTISEMENT REPRE- 


SENTATIVE wanted for national 
Catholic weekly with nearly 300,000 
circulation. Four figure salary. Good 
opportunity for experienced man with 
sound space selling record. Applica- 
tions—which will be treated in strict 
confidence—to 

Box 4466 Ad. Weekly 180 Fleet St EC4 


URGENT! 


LONDON STUDIO 
RE-ORGANISING 


Needs the following :— 


RETOUCHING ARTISTS 


for general and mechanical sub- 
jects. 


LETTERING ARTISTS 


used to modern styles with good 
finish. 


GENERAL ARTIST 


some scraper, line, colour and 
wash. 


REPRESENTATIVE 


with connection if possible, but 

bright type anxious to make good 

in this line might suit. 

Please telephone GRO. 2585 
for appointment. 


66 


CLASSIFIED ADVERTISEMENTS 
iF You wanT| 


ADVERTISING 


AGENCY requires 
Typist for 


Media Space Buying 
Department. (Some shorthand would 
be an advantage.) fork is varied 
and calls for accurate typing of 
schedules, orders, etc Applications, 
giving age, experience and salary re- 
quired, should be addressed to 

Box 4487 Ad. Weekly 180 Fleet St EC4 


RESPONSIBLE POSITION open for 
first-class Package Designer who has 
realistic views towards present day 
market trends. 

Box 4311 Ad. Weekly 180 Fleet St EC4 


Everetts 
require two 
experienced 
typographers 


with some layout 
ability. 


Please phone 
Miss Mercer 
Studio Secretary 
at Gro 3477 


Everetts Advertising Ltd. 
10 Hertford St., W.1. 


SEPTEMBER 14, 1956 


APPOINTMENTS VACANT 


VISUALISER 


with outstanding talent 
required by 
manufacturers. 


Experience not essential. 


Write 


Box 4457 
Advertiser's Weekly 180 Fleet St €C4 


DUE TO NEW COMMITMENTS and 
constantly increasing turnover, a pro- 
gressive Birmingham Agency requires 
additional studio staff Visualisers, 
finished artists and retouchers are 
offered permanent positions and exce! 
lent conditions Top salaries and 
attractive quarterly bonus scheme 
Present staff are aware of this adver- 
tisement. 

Box 4391 Ad. Weekly 180 Fieet St EC4 


ADVERTISEMENT CONTRACTORS 
(local media) require Sales Manager 
and Assistant to MD. Must have good 
selling record, organising ability and 
highest references Full details 
please, to 
Box 4483 Ad. Weekly 180 Fleet St EC 4 


1 


personally 


Ring: Mr. K. Kennari 


ing to experience 


ERWIN WASEY 
require 


two 
TYPOGRAPHERS 


A typographer designer to Art 

edit dealer magazines—Wide scope 
and excellent salary for the man 
who can do a good creative job and 


deal with editors and printers 


Typographer with Agency experi- 
ence to work in Art group on large 


national accounts. 


Mayfair 8171 


ERWIN WASEY & CO. LTD., BROOK HOUSE, PARK LANE, W.!. 


Salary accord- 


for appointment. 


| 
| 
| 
| 


senior 


MR, R. F. MARSTON 
. & 


F 
25, SAVILE ROW, W.1. 


Pritchard Wood 


want an experienced 


typographer 


to be responsible for typography 


on a group of National Accounts. 


Please write stating experience 


age and salary required to 


PRITCHARD, WOOD & PARTNERS LTD. 


Phone your classifieds to WAT 3388 (Ex. 25) 
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SEPTEMBER 14, 1956 


CLASSIFIED ADVERTISEMENTS | 


DG 


Want more 
1st class 
Artists 


Write or phone for an interview. 


Leonard Quy 

Studio Manager 

The Design Group Ltd 
17-19 Foley Street 
wi 


Telephone: LANGHAM 1567 


EXPERIENCED JOURNALIST required 
by publicity department of the 600 
Group of Companies Work would 
include features for 600 Magazine 
Technical background and age over 30 
preferable but not essential. Degree 
in English and slight tendency to 
donnishness an advantage Write to 
Manager, Group Publicity Depart- 
ment, George Cohen Sons & Co., 
Ltd., Cunard Works, Chase Road, 
London, N.W.10 


LETTERING ARTIST required. Know- 
ledge of photo-litho work an advan- 
tage Five-day week. Pension 
scheme. Canteen and excellent work- 
ing conditions Rotaprint Limited. 


Honeypot Lane, N.W.9. 


APPOINTMENTS VACANT 


EXPERIENCED SPACE SELLER re- 
quired, male or female, free-lance, 
residing in the London area, York- 


shire, Lancashire, Scotland and Bir- 
mingham, for strictly specialised 
official fashion trade monthly and 


year-book without competition. If 
successful, additional publications will 
be handed over to applicant. Write 

Box 4480 Ad. Weekly 180 Fleet St EC4 


YOUNG LAYOUT ARTIST wanted. 
Salary about £500. Five-day week 
National accounts. 

Box 4472 Ad. Weekly 180 Fleet St BC4 


GENERAL ARTIST 


We want a competent all rounder— 
able to produce good finished lettering 
and the general run of finished artwork, 
including occasional retouching jobs. 


ASSISTANT TO 
ACCOUNT EXECUTIVE 


To fill this position we are looking for a 
youngish man to handle all copy detail 
and some production on a number of 


interesting technical accounts. The job 
calls for genuine experience and 
initiative. 


Both these jobs should be of porticulor 
interest to men living in south or south- 
west London. No rush hour strap- 
hanging ! 
GEOFFREY DADD LTD. 
90, Epsom Road, Sutton, Surrey. 
(Near Morden Tube Station) 
‘Phone: - - ~ DERwent 4444. 


STUDIO COROT requires artists. 


| 


General, Lettering, Retouching. Dia- | 


dem House, Gt. Chapel Street, W1. 
GERrard 5748. 


ADVERTISING ASSISTANT wanted 


for Publicity Dept. of machinery 
makers Knowledge of engineering 
helpful Ability to write copy for 
mailing pieces, catalogues, check 


proofs, etc Young man NS com- 
pleted preferred Non. Con. Pen. 
and Ins. scheme. Write F. J, Edwards 
aes 359 Euston Rd., London, 


EXCELLENT OPPORTUNITY 
FOR 


ALL-ROUND EXECUTIVE 


Young progressively successful 
West End Agency specialising in 
Technical accounts requires experi- 
enced executive to control ex- 
panding Press Advertising Dept., 
and supervise the creative side of 
Print and Promotion. A versatile 
man over 40, whose knowledge of 
media, home and overseas, art- 
buying, copy-writing, client con- 
tact and administration, is backed 
by wide experience, can join a 
hard working team of executives 
who are at present building an 
outstanding reputation for special- 
ised service to their accounts. 


Please apply in writing to 
Box 4460 
Advertiser's Weekly 180 Fleet St €C4 


ADVERTISER'S WEEKLY 


APPOINTMENTS VACANT 


PRODUCTION 
with 
PROSPECTS 


A young man is required for 
the position of Production 
Assistant with a growing West 
End agency. Sound technical 
knowledge of all printing 
processes, blockmaking, pro- 


gressing, etc. is absolutely 
essential. Agency experience 
is not essential. Congenial 
atmosphere and lively 


accounts. Good prospects and 
salary in accordance with 
experience, etc. 

Please telephone Hyde Park 
5225 for an appointment. 


TECHNICAL ARTIST 


required with 


ability to produce layout for Adver- 
tising. Al a first-class Retoucher 
wanted. Bonus and pension sc 


operating. Write 
Box 4206 Ad. Weekly 180 Fleet St BC4 


TRACER, single woman, not over 40, 


required by Head Office of large 
industrial concern in Westminster. 
Experienced in engineering drawing. 
Good free-hand lettering essential 
week, superannuation 
canteen, etc Write, 
giving full particulars, , 
c/o Dawsons, 28 Craven St., W.C.2 
Specimens of work submitted, includ- 
ing lettering, will be returned after 
perusal. 


Apply Box 4442 


WANTED 


FRUSTRATED EXHIBITION DESIGNER 


looking for a free hand and 

plenty of scope for creative ability. 
He is probably a good number two 
somewhere, waiting patiently 

for far-off promotion. 


Brains count—not age. Salary good— 


but not inflationary. 


Advertiser’s Weekly 180 Fleet St EC4 


the business .. . 


the world .. . 


pay! 


AN OPPORTUNITY FOR 


Two 
Copywriters 


Here is an opportunity to write for some of 
the biggest and most interesting accounts in 


- . . an opportunity to join the creative team 
of the most dynamic advertising agency in 


. . and the better you are—the better the 


If you have at least four years of first-class 
copywriting experience and believe that this 
is your opportunity, write at once to: 
THE CHIEF COPYWRITER 
McCANN-ERICKSON ADVERTISING LTD. 


Brettenham House, London, W.C.2 


Mark your letter confidentiali—it will be so treated 


Phone your classifieds to WAT 3388 (Ex. 25) 


. a 
.———__i 

a SG .. }&£x9ff 

| ; CSC ;$CT 

: ma 

: 

a 

: pO 

a 

| a ee) 

ee a 

. | 

coir rr 


ADVERTISER'S WEEKLY 


APPOINTMENTS VACANT 


COPYWRITER 
WHO LIKES 


VISUALISING 


required by large travel agency 
for the production of press 
advertisements and folders, 
brochures, etc. Apply in writing, 
stating age, experience, and 
salary required to:— 


Box 4479 
Advertiser's Weekly 180 Fleet St C4 


ADVERTISING AGENCY _ requires 
immediately for Executive Secretary 
Shorthand-Typist (lady 20-25). Pro- 
gressive position with good salary. 
Five-day week. "Phone: HOL. 2317. 

DISPLAY ARTIST for Exhibition and 
Display work. T.U. Top wages Per- 
manency. Tudor 8381/0272 


ADVERTISEMENT MANAGER 


Wanted to develop leading monthly 
Trade Journal in Hairdressing and 
Beauty Industry. 
Applicants must be experienced and 
over 30. 


Box 4451 
Advertiser's Weekly 180 Fleet St £C4 


YOUNG MAN with technical back- 
ground and journalistic ability required 
as assistant to Advertising Manager of 
leading Refrigeration Engineers in 
N.W. London, Knowledge of printing 
and layout and drawing ability an 
advantage. Write, stating age, educa- 
tion, experience and salary expected, 


to 
Box 4463 Ad. Weekly 180 Fleet St EC4 


NSW 
want a 
senior 
assistant 
for a 
Group 
Art Director 


This is a good oppor- 
tunity for a young and 
experienced layout man 
who wants to develop 
further under the right 
leadership and at the 
same time take his share 
of responsibility in the 
group. 

Write or telephone 


the Art Director, 
Napper Stinton Woolley 
15-19 Great Chapel St., 
London, W.1 
Gerrard 2633. 


68 


SEPTEMBER 14, 1956 


CLASSIFIED ADVERTISEMENTS | 


PRODUCTION MAN 


required by West End Agency. Must have 
agency experience of press and print. 
Age 23-25. Excellent opportunity for 
young man seeking chance to work on his 
own initiative. rite full details, salary 
requi 
Box 4453 

Advertiser’s Weekly 180 Fleet St EC4 


GENERAL ARTIST 
REQUIRED 
MAINLY FOR LETTERING AND 
FINISHED WORK. 
Haig-McAlister Ltd., 
Ideal House, Argyl! Street, W.1. 
Please tel. Mr. Clark for appointment. 


PRODUCTION ASSISTANT required 
(London) with Store Advertising pt. 
experience (age 22-25). Male preferred. 
Layout, block and type ordering 
experience essential Staff canteen. 
Pension scheme. Apply in writing 
Stating age and past experience, to 
Box 4445 Ad. Weekly 180 Fleet St EC4 

ADVERTISEMENT REPRESENTA- 
TIVE, aged 22-30, required for lead- 
ing trade journals, working mainly in 
London area. Applications in writing, 
marked ‘‘confidential,’’ stating experi- 
ence and salary required, to the 
Advertisement Manager, 32 Southwark 
Bridge Road, London, S.E.1. 


SECRETARY ASSISTANT 


to directors of Agency near Holborn 
Station. Advanced Shorthand typing 
essential. High education, great 
intelligence and willingness to share 
in all aspects of work. It's a job with 
a present and a future. Age 22/32. 
Five day week. Starting salary about 
£9 according to experience and 
ability. Please write fully. 


Box 4424 
Advertiser's Weekly 180 Fleet St EC4 


JUNIOR ASSISTANT DESIGNER re- 
quired to work on colour visuals for 
point-of-sale display Experience in 
wire units advantageous 
CHA 5694 for appointment. 

BLACK & DECKER LIMITED require 
an additional Advertising Manager to 
assume responsibility for sales pro- 
motion of a particular aspect of the 
Company's business. Applicants must 
have creative ability, imagination, and 
up-to-date experience of advertising 
techniques. he post carries a re- 
muneration up to £1,500 p.a. Write 
in first instance to Personnel Man- 
ager, Harmondsworth, Middlesex 


Telephone 


Small but expanding publishers (peri- 
odicals and books) in Mayfair invite 
applications for the following new 
appointments : 


SENIOR EDITORIAL ASSISTANT 


Candidates should have had 7-10 years’ 
experience as Sub-Editor with publish- 
ing house on periodicals. Duties will 
involve writing of articles, re-writing, 
sub-editing, proof reading, checking 
references, etc. Shorthand desirable 
but not essential ; good typing im- 
perative. Salary £819 p.a. 


ASST. PRODUCTION MANAGER 


Candidates (Nat. Service completed) 
should have had 3-8 years in Art Dept. 
of publishing or printing house or with 
an advertising agency. Must be capable 
of doing layouts and rough art work, 
and have full knowledge of printing 
procedures. Salary £546 p.a. 


SENIOR RECORDS CLERK 


Applicant will be required to initiate, 
compile and maintain index to be used 
for Direct Mail campaigns and to under- 
take other routine work in connection 
with Direct Mail. Accurate and speedy 
typing essential. Experience in Direct 
Mail useful. Salary £416 p.a. 


Written applications, giving full details, 
should be addressed to 


Box 4459 
Advertiser's Weekly 180 Fleet St EC4 


LETTERING. This is the chance tor 
improving professionally and finan- 
cially if you are male, hale, bags of 
experience and aged about 25. We do 
good work so why not join 7?—H. and 
A. Dix Ltd., 12 Great Newport Street, 

ion ‘ 


DESIGN. We have room for a fully 
experienced designer able to initiate 
ideas and produce roughs for pack- 
aging, point-of-sale material, etc., and 
generally enjoy himself under pleasant 
working conditions in good company. 
This Studio has growing pains after 
seventy years and offers opportunity 
plus the cash.—H. and A. Dix Ltd., 
12 Great Newport Street, W.C.2 


VISUALISER/LAYOUT MAN 


with creative ideas, required. 


Must have good knowledge of 
printing processes, and some 
copywriting ability would be 
an asset. A permanency, with a 
good salary and prospects is 
offered. Write, stating age, 
details of experience and salary 
required, to 


Box 4468 
Advertiser's Weekly 180 Fleet St EC4 


ADVERTISEMENT REPRESENTA- 
TIVE required for Midlands and 
North of England territory of leading 
monthly journal; some knowledge of 
metal-producing and metal-fabricating 
industries an advantage but not essen- 
tial The successful applicant will 
operate from the Company’s Head 
Office in Manchester The post, 
which is a senior appointment within 
the Company, is permanent and pen- 
sionable, and remuneration would be 
by salary, commission, and expenses. 
Please reply, giving details of career 
and age, 


to 
Box 4474 Ad. Weekly 180 Fleet St EC4 


LONDON AGENCY 


requires 
ACCOUNT 
EXECUTIVE 


This is a vacancy for a capable 
man (under 30 years of age) 
to take over control of a group 
of accounts in a medium sized 
and progressive agency. It is 
desirable that he should have 
had sound agency experience 
(possibly as an assistant account 
executive) and some client contact. 
Naturally his technical know- 
ledge and understanding of gen- 
eral agency practice will 

first-class. Preferential con- 
sideration will be given to I.P.A. 
member or candidate. Write 
giving full details of age, ex- 
perience and salary required to 


Box 4500 
Advertiser's Weekly 180 Fleet St EC4 


Phone your classifieds 


| 


PUBLIC RELATIONS 


Advertising Agency in 
Holborn requires an experi- 
enced man to be responsible 
for all the agency’s public 
relations work, but immedi- 
ately in the Motor and 
Agricultural field. This is a 
unique opportunity to help to 
build a department to mutual 
advantage. State age, experi- 
ence and salary required. 


Box 4475 
Advertiser's Weekly 180 Fleet St €C4 


ASSISTANT 


CENTRAL LONDON STUDIO requires 


Lettering Artist able to turn out good, 
Slick lettering Salary according to 
ability Good working conditions. 
General artist with “‘flair’ for letter- 
ing would be considered. Write, stat- 
ing age and experience, to 

Box 4490 Ad. Weekly 180 Fleet St EC4 
required in Publicity 
Dept. of well known mechanical 
engineers in S.E, London Must 
have knowledge of catalogue layout, 
ability to write technical copy, line 
drawing experience and completed 
National Service. Five-day week, 
Pension scheme, canteen Write 
briefly, giving outline of previous 
career and stating salary required. 
Box 4493 Ad. Weekly 180 Fleet St EC4 


CENTRAL ART 


require 
A FIRST-CLASS 


LETTERING ARTIST 


and 
A FIRST-CLASS 


RETOUCHING ARTIST 


Ideal conditions and top wages 
to the right men. 


Phone, call or write 


VICTOR SMITH, 


Central Art 
& Photographic Studios Ltd., 


60 Kingly Street, 
Regent Street, W.I. 
REGent 5416. 


YOUNG MAN required 
Layout Department 
carry out adaptations and type mark 
ups. Sound knowledge of typefaces 
essential Good opportunity to pro- 


to join our 
Initial duties to 


gress. 
Box 4504 Ad. Weekly 180 Fleet St EC4 


PRODUCTION. Pirst-class Production 
Executive required for London Agency 
to take sole charge of a considerable 
number of accounts. Sound know- 
ledge of process work and typefaces 
essential 


Box 4505 Ad. Weekly 180 Fleet St EC4 


ARTIST. First-class Lettering man re- 
quired for Agency Studio. Ideal 
conditions Good salary offered. 
Box 4506 Ad. Weekly 180 Fleet St EC4 


RETOUCHING ARTIST required for 
West End Studio. Experience in 
technical subjects essential. Top 
salary offered 


Box 4507 Ad. Weekly 180 Fleet St EC4 


DIRECT MAIL DEPARTMENT of 
leading Publishers require man under 
30. Copywriting ability and head for 
detail more important than long 
experience of direct mail. Super- 
annuation, No Sats. Canteen. 
Details of experience and salary re- 
quired to 
Box 4499 Ad. Weekly 180 Fleet St EC4 


to WAT 3388 (Ex. 25) 
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SEPTEMBER 14, 1956 


WEST END AGENCY require young 
Traffic Assistant. Previous experience 
in busy production department essen- 
tial, Write, giving details of experi- 
ence, to 


Box 4497 Ad 


YOUNG MAN required take charge 
advertisements established association 
journal, salary and commission. 
Principal requirements, enthusiasm, 
presentable appearance, reasonably 
methodical, good correspondence. 
Fullest details ummediately, please, to 
Box 4496 Ad. Weekly 180 Fleet St EC4 


Weekly 180 Fleet St EC4 


Important group of technical and 
trade publications require experienced 


AREA 
SPACE SALESMEN 


Box 4508 
Advertiser's Weekly 180 Fleet St EC4 


EXPERIENCED LETTERING ARTIST 
wanted for first class Film Title work. 
Must be experienced and good clean 
worker. Good wages and conditions 
Apply : Personnel Manager, The Rank 
Laboratories (Denham) Ltd., Denham. 
Uxbridge, Middlesex. Telephone : 
Denham 2323. 


ASSISTANT (male or female) wanted 
by manager of Weekly (London). 
Some knowledge printing, advertising 
an advantage but not essential, Age 
22 to 35. Plenty of scope for hard- 
working person with ability. 


Box 4509 Ad. Weekly 180 Fleet St BC4 
COPY DETAIL ASSISTANT required 
(National Service completed) Must 
be reliable on detail. Ability to cope 
with simple layouts for paper-set 
advertisements desirable "Phone : 
Reid Walker Advertising Ltd., 


COVent Garden 2871 (Extn. 20). 

COMPETENT LAYOUT-MAN _ with 
ideas and sound knowledge of typo- 
graphy wanted by studio of engincer- 
ing concern. Visuals, finished roughs, 
adaptations required Reply, stating 
age, experience, to 
Box 4484 Ad. Weekly 180 Fleet St EC4 


SALESMAN required to sell advertising 
to most vital industry in the world. 
Behind him will be the resources of 
large and progressive specialist pub- 
lishing house Salary, commission, 
expenses, pension. Full details to 
Box 4489 Ad. Weekly 180 Fleet St EC4 


ASSISTANT TO PRODUCTION MAN- 


AGER wanted, age 20-30 Leading 
Industrial advertising agency. LP.A. 
Pleasant atmosphere. Prospects. Pen- 


sion scheme. Write with history and 


present salary to 
Box 4183 Ad. Weekly 180 Fleet St BC4 


MALE OR FEMALE LAYOUT 
ARTIST. Capable of original think- 


ing and contemporary style work 
Keen junior considered. Required by 
Pharmaceutical Company, Box No. 


W.5049, Haddon’s, Salisbury Square, 
London, E.C.4 


SENIOR VISUALISER/LAYOUT 
ARTIST required who has the ability 
to think of original ideas for adver- 
tisements, leaflets and catalogues, and 
work them up to finished rough stage. 
This position affords an _ excellent 
opportunity to any man who has 
initiative and drive. Write, giving full 
details of experience, etc., or "phone 

for an appointment with the Creative 

Manager, Smee’s Advertising Ltd., 

3/5 Duke Street. Manchester Square, 

W.1. Tel. : WELbeck 0774. 


MAYFLOWER STUDIO AND TRANS- 
ATLANTIC NEWS LTD. require 
another top-line Advertising and 
Fashion Photographer. Also opening 
for first-class Contact Executive. 
Write or ‘phone: Howard Byrne, 
1 Dover Street, Wil. HYDe Park 
5615. 


WEST END ADVERTISING AGENCY 
has vacancy in accounts department 
for Clerk/Typist. Knowledge of 
Poster Advertising Accounts and Con- 
tracts essential. Apply by letter only, 
C. J. Lytle (Outdoor Publicity) Ltd., 
2, 3 and 4 Dean Street, London, W.1. 


| 


MAN WITH 2 RIGHT HANDS 
IN 


TECHNICAL ADVERTISING 


Young, enthusiastic creative 
account executive, with 12 
years’ all-round experience and 
few illusions, still wants to 
give good, honest service to 
clients and make friends in the 
process. Wide range of 
industries covered. At present 


handling complete job from 
steering-wheel to stereos. 
Many connections, on both 


sides of the fence. Propositions, 
based on £1,250 p.a., invited. 


Box 4501 
Advertiser's Weekly 180 Fleet St EC4 


ILLUSTRATOR, SCENIC ARTIST, 
varied experience, trained Slade, St. 
Martins, unsuccessful free-lance, 
seeks permanent post. Willing tackle 
anything Write Johnson, 4 East 
Heath Road, London, N.W.3. 


“ HAND-PICKED ” SECRETARIES 
available—The Wigmore Agency, 67 
Wigmore St., W.1. HUNter 9951/2/3 


ARTIST/DESIGNER with wide experi- 
ence in display and advertising fields, 
studio manager of well-known 
retailers, seeks final change with 
responsibility and scope. 

Box 4432 Ad. Weekly 180 Fleet St BC4 


trained Creative Visualiser 

with ability to inaugurate and direct 

campaigns, produce sound copy, and 

with considerable administrative ex- 

perience in Advertising Department of 
large company, desires change. 


Box 4503 
Advertiser's Weekly 180 Fleet St EC4 


SENIOR ADVERTISING MAN, 
and varied experience, recently 
signed important colonial 
ment, wishes contact manufacturer 
with home and export interests. 
Willing take charge advertising, sales 
and public relations—or would con- 
sider senior agency appointment copy 


long 
re- 
appoint- 


and contact. Particularly interested 
ITV. Aged 46, car owner, family 
man Only good long-term offers 


considered, immediate remuneration 
being secondary to prospects. Avail- 
able interviews anywhere, any time. 

Box 4510 Ad. Weekly 180 Fleet St BC4 


ART SCHOOL TRAINED Visualiser 
with six years’ experience including 
fashion, wishes position in Agency to 
specialise in fashion. 

Box 4502 Ad. Weekly 180 Fleet St EC4 


YOUNG WOMAN COPYWRITER with 
five years’ newspaper advertising ex- 
perience, seeks position in London 
agency. 

Box 4495 Ad. Weekly 180 Fleet St BC4 


ARTIST/DESIGNER 


Requires further commissions for 
design and/or black and white repro- 
duction work—first-class finish. 
Packaging—lettering, etc. Excellent 
service. 


J. H. MOORE, 84, Ellerman Avenue, 
Twickenham, Middlesex. 


EXECUTIVE, wide experience in exhibi- 


tion and display industry  secks 
appointment with national advertiser 
in which his experience and qualifica- 
tions would be appropriately em- 


ployed 
Box 4470 Ad. Weekly 180 Fleet St BC4 


ECOUMEMRIEN CLASSIFIED ADVERTISEMENTS | 


| COURSES 


| 


EXECUTIVE, 27, good experience, 
layout, print, direct-mail, wants re- 
warding job of work with prospects. 
Now on £750. 

Box 4477 Ad. Weekly 180 Fleet St EC4 


CLASSES 


in preparation for the Joint 
Intermediate examination and 
for the Diploma of the 
Advertising Association are 
held at the College for the 
Distributive Trades, 107, 
Charing Cross Road, W.C.2. 
(Tel.: GERrard 6151/2). 
Particulars of these classes 
may be obtained on request. 


(1407) 


SALES AND WANTS 


ADDRESSOGRAPH CABINETS for 
sale. Excellent condition. 
Addressograph Frames 


Box 4308 Ad. Weckly 180 Fleet St BC4 


18 NEWSPAPER PRESS, 
10 years old, for immediate sale 
Prints 10 pages in one operation, 18 
with re-reeler, page size 20 in. x 15 in. 
AC Motor included. Offers to W. & 
J. Linney Ltd., West Gate, Mansfield. 
Notts. 


PERSONAL 


ARRIVE New York November 21. 
Experienced Advertising. Pleased to 
negotiate on your behalf. 

Box 4486 Ad. Weekly 180 Fleet St BC4 


APPLICANTS WISHING TO CON- 
TACT Staffs Organisation, 111, High 
Holborn, W.C.1, should telephone 
CHA 2550 not CHA 2520 as inserted 
in September 7th issue of Advertiser's 
Weekly. 


ACCOMMODATION 


MODERN BUILDING, TRAFALGAR 
SQUARE, approx. 100 sq. ft., avail- 
able in Advertising Agent's office. 
Low rental. Please write 
Box 4469 Ad. Weekly 180 Fleet St BC4 


FREE LANCE SERVICES 


FIRST-CLASS FIGURE ARTIST secks 
commissions. 
Box 4400 Ad. Weekly 180 Fleet St BC4 


LETTERING ARTIST, specialising ffte- 
style and script, wishes contacts. 
First-class work. 

Box 4494 Ad. Weekly 180 Fleet St EC4 


RESIDENT FREE-LANCE 


LETTERING 
ARTISTS 


required. Four figure plus 
income from work provided, 
no overheads incurred in 
return for priority service. 
Ist class experienced lettering 
artists ONLY— 


phone Art Director FLE 8371 


WANTED : 


FREE - LANCE 


TECHNICAL 


TYPOGRAPHIC DESIGN, —_ ¢ for 
et 


ADVERTISER'S WEEKLY 


FREE LANCE SERVICES 


A FREE LANCE who 
wants a studio/office with West End 
address. Rent, rates, light, _ 1 
free. Some guaranteed work f you 
can do a finished rough. If you can 
do a mark up. If, in fact, you are 
a good all-rounder and interested in 
this proposition, ‘phone 

0363 


SENIOR ADVERTISEMENT REPRE- 
SENTATIVE, good connection 
Northern Agents and Advertisers, 


wishes to hear from Publishers desir- 
ing free-lance representation in the 


th. 
Box 4433 Ad. Weekly 180 Fleet St BC4 


CIRCULATION 
REPRESENTATIVES required by 
Sporting Weekly (published London) 
for West Country, Midlands and the 
North. State terms to 

Box 4448 Ad. Weekly 180 Fleet St BC4 


EXPERIENCED FREE LANCE seeks 


working arrangement with Agency or 
Studio 
Box 4397 Ad. Weekly 180 Fleet St BC4 


EXPERIENCED GENERAL ARTIST 


would like to hear from an Agent who 
could place first-class commercial art- 
work, including figure, fashion, still- 
life, etc 

Box 4481 Ad. Weekly 180 Fleet St BC4 


WRITER (Paint and 
allied subjects) offers services for 
booklets, ¢ 


4c 
Box 4491 Ad. Weekly 180 Fleet St BC4 


Printing, Technica! Illustration, ter- 
ing, Display. An efficient, 
service at reasonable 
Southern Design Studio, 2 Onslow 
Street, oa. Surrey. Telephone: 
Guildford . Our London repre- 
sentative will call at amy time. 


BUSINESS OPPORTUNITIES 


SPEEDY PRINT SERVICE 


for all Advertising and Sales literature. 
Top ality ~and-White and 
Colour phoro litho. 
GOTHIC PRESS LIMITED 
Buston 5845. 42 Osnaburgh Street 
(Opposite Gt. Portland St. Station) 


DEEP GLOSS Meta!l-Glazed Showcards 


another production of Dispro, 
Laminators, are less expensive and of 
higher quality gloss. Increasingly used 
by leading advertisers. Ask for a 
men and estimate. Dispro Ltd.. 38 
Peckham Road, S.E.5. Tel.: RODney 
7171 © lines). 


RAINWEAR 


Applications invited from responsible 

space agencies for sole advertisement 

representation in Midlands and North. 

State terms to Group Advertisement 
Director: 


MUSSON TRADE PRESS LTD., 
478, Fulham Broadway, London, S.W.6. 


MARKET RESEARCH 


Field work, tabulation and reports of 
all kinds undertaken. 
Consumer Research Led., 
54, Great Mariborough Street, 


INTEREST REQUIRED in small but 


established advertising agency. Capital 
and business introduced. 
Box 4478 Ad. Weekly 180 Fleet St BC4 


CATALOGUE COVERS 


Makers of several styles in Loose Leaf can 
give prompt attention to your require- 
ments. Foil blocked, embossed, screened 
and letterpressed cover matter, or 
customer's printed materials made up. 
LAWES LOOSE LEAF Co. 
44/45 Regent Street, Brighton, Sussex. 
Tel. : 24521. 


Phone your classifieds to WAT 3388 (Ex. 25) 
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ADVERTISER'S WEEKLY 


TGA 


MEMBER OF THE LONDON PRESS EXCHANGE GROUP 


want 


a copywriter 


This appointment calls for a good ideas man who 
thinks and writes clearly and takes a pride in his 
craftsmanship. The job is interesting and offers a 
variety of work on some of the most important and 
progressive industrial accounts in Britain. 

Agency experience, a really creative outlook and an 
intelligent interest in the exciting developments 
pioneered by our clients, are more important for 
this particular appointment than technical qualifica- 
tions. 

The right man will probably be between 25 and 30 
and will certainly fit into a particularly happy group. 


Write or phone the Chief Copywriter, COV 2771, 
Ext. 22. 


and a 
technical writer 


to produce leaflets and brochures in good readable 
English. Previous experience in similar work or in 
technical journalism is essential, plus the ability to 
write with more than ordinary force and interest 
about a wide range of products. 


Staff pension and assurance schemes in being. 


our clients 


include many of the leading companies in Britain. 
Look up their names in the Blue Book to see the 
range of work their products provide. 


TECHNICAL AND GENERAL 
ADVERTISING AGENCY LIMITED 


Incorporated Practitioners in Advertising 
167, High Holborn, London, W.C.1 


SEPTEMBER 14, 1956 


— STOP PRESS — 


A-R expect more 
autumn revenue 


At a press conference held to 
review the progress of Associated- 
Rediffusion Ltd. in the first year of 
TV, Capt. T. M. Brownrigg, general 
manager, said that commercial TV 
was now accepted as a “solid 
medium” by advertisers, but there 
was still “a long way to go” before 
they showed a profit. 

He described the autumn of 
1955’s revenue as “satisfactory” ; 
the credit squeeze had brought 
about a drop during the spring, but 
many advertisers had returned for 
this autumn when things would be 


learned were that morning pro- 
grammes, musical programmes and 
sport—with the possible — 


| of boxing—were unpopular 


viewers and hence advertisers. 


| Children’s programmes were also 
| unpopular with many advertisers. 


It was announced this week that 
“TV Times” now has “firm orders” 


| for over a million copies. 


First issue of the “New Scientist” 
will be published on November 22. 
Director Maxwell Raison states that 


| he will be able to release further 


information in time for next week's 
issue. 


A. H. Melsaac had a successful 
captain’s day at the Fleet Street 
Column Club golf circle, in Sudbury, 
on 


Everett; hidden holes, C. Glover; 
foursomes for Glover Cup, Chavasse 
and Glover; runners-up, Everett 
and Monro. The captain presented 
the prizes and also presided at 
supper. Prizes given by the cap- 
tain, J. Butler, G. Dunbar, C. 
Glover, M. Lewis, E. W. Sellar, and 
the FSCC. 


Print unions to ballot 


On Tuesday, officials of the nine 
printing trade unions met to con- 
sider the amended pay offer of the 
Newspaper Proprietors’ Association. 
They decided to place the new offer 
before their members. A _ ballot 
vote will be taken. 


The “Sunday Pictorial” mobile 
beach beauty contest has just com- 
pleted its tour of 40 holiday resorts, 
covering more than 3,000 miles. 
More than 250,000 holiday makers 
watched the contests in which 789 
entrants competed to see how they 
measured up to the cut-out figure 
of Marilyn Monroe. The winners 


£5 prize, while 
every entrant received a consolation 


In association with the Inter- 
—., ao Ah ay ade 
“Woman” is t autumn prese 
“Fashions in Wool,” a _ fashion 
show, in which 19 leading manu- 
facturers will participate. 

preview will be at the 
Savoy Hotel, London, on Monday, 
September 24, and it will then go on 
tour to the Assembly rg 2 Edin- 
burgh, from October 1-5; the Inti- 


mate Theatre, Manchester, from 
October 812; the Civic Theatre, 
Leeds, from October 15-19; and the 
Alexandra Theatre, Birmingham, 
from October 22-26. There will be 
four presentations daily at each city. 
Sixty garments will be presented. 
Co-operating manufacturers are: 
Alexon, Bickler, Crayson, CWS, 
Dannimac, Estrava, Peter 
French, Harrella, Laddies Sports- 


While the show is visiting each 
city, leading stores will be arrang- 
ing special displays using showcards. 
window streamers, posters and other 

and supplied by 


merchandising 
service for the participating manu- 
facturers, for whom special — 
material for supplying to 
stockists is available. 


New AE! showroom 


A new AEI Lamp and Lighting 
Co. showroom has been opened at 
the company’s Midland region head- 
quarters at 26-28 Holloway — 


moment all routine PR is 
handied by the marketing depart- 
ment of Beecham Foods Ltd. 


Joshua B. Powers Ltd. have been 
appointed adv representa- 
tives for “The Kenya Farmer.” 
Developed from the quarterly jour- 


published in February 1954, “The 
Kenya Farmer” is a new farm 
journal for East Africa. It will be 

until 


ertisement 
representative is Harriet Schulz of 
Gothenburg. She will concentrate 
particularly on the firm’s European 
representations. Miss Schulz has 
studied painting and design in Italy 
and France and has taken a course 
in publicity at the Anders Beckman 


every two months at Is. 6d. 

van and Trailer Trades Journal,” 
described by Link House Publica- 
tions as “the only trade journal for 
this established and expanding 
industry,” was started 10 years ago. 


Printed by St. Clements Press Limited, Portugal Street, 
Advertisement, Editorial and 


tered offices: 180 Flee : Londom C4. y BP erty 
regis oO t eet, n. (Ww 3388). 
Sales office : Mercury . 109-119 Waterloo R. 


Business Publications Limited, 
Road, London, S.E.1 (Waterloo 3388). 
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wear, Linda Leigh, Linzi, Lyndale, 
eee Marriners Kultting Wools, Polly 
Peck, Andre Peters, Rembrandt, P 
Seigal, Texet Knitting Wools. In 
addition, models have been com- 
missioned from five British de- a 
signers, Norman Hartnell, Michael 
Sherard, Hardy Amies, Ronald 
Paterson and Digby Morton. 
“even better” than last year. 
| Among the lessons they had 
ee a 
——EEE —_— | 
ee a 
shell to accommodate lighting ex- 
hibitions. It has a floor area of 
P 1,300 square feet. 
Conville Ltd. have ceased to 
handle PR for Ribena. No other 
Trophy, M. Chavasse; Captain’s agents have been named yet. At the 
| Prize, D. Munro; second prize, Ron po 
a oe 
| nal of the Royal Agricultural ; 
| Society of Kenya, which was first : 
publication. Managing editor is 
Anthony Cullen. 
ee 
New arrival in London to join 
| a 
Academy in Stockholm. This was 
followed by a job in Paris with the 
J. Walter Thompson Co., Ltd, in : 
wer heir the io and de- 
SS So, Se oo 
worked in Sweden as an account 
prize. executive with Olaf Isacsons Adver- 
tising Agency. 
Commencing with the October 
issue, “Caravan and Trailer Trades : 
| Journal” will be pubiished monthly 
at 1s. instead, as hitherto, once 


